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Rough Proofs 


“Nothing is ever sold until it is 
consumed,” remarks Johns - Man - 
ville’s J. L. Wood, and his credit 
manager would probably add that 
it isn’t really sold until it’s paid for. 


*’ Vv 


Looks as if the boys at ASCAP 
are getting ready to test the truth 
of that adage so long promoted by 
the song writers, “Absence makes 
the heart grow fonder.” 
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The mere playing of songs over 
and over doesn’t make them hits, 
insists an ASCAP spokesman. 
Maybe not, but even the hitsmiths 
agree that it often helps. 
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Agency men say at last a Daniel 
has come to judgment. Sinclair 
Coal Company conducts cooperative 
advertising with its dealers, but ar- 
ranges to have its half of the space 
billed through the agency at na- 
tional rates. 

v ee 


“Once again we are entering a 
period of synthetic prosperity,” 
warns a business executive. And 
once again sales managers are 
going to enjoy it just as much as 
if it weren't. 
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Reports that PM is preparing to 
accept advertising are vigorously 
denied by its business manager. But 
i's nice business, particularly if 
you don’t have to get it. 


ep a 


The one thing in this changing 
world that seemed able to hold out 
against all the clamor for novelty 
seems to be slipping at last. The 
industrial designers have started on 
the cigar box. 


a 


Packard has developed an “as- 
sembly line” system of used car sell- 
ing. Since all makes are repre- 
sented in the dealers’ stocks, it 
might even be called a general as- 
sembly. 

J ae 


We must be careful, says William | 


O'Neil, not to exalt the designer 
above his talent. But like the 
Parisian dressmakers, most design- 
ers consider that only a remote pos- 
sibility. 

v - 


“Don’t laugh at comics,” said a 
Family Circle writer, but the advice 
Seems superfluous, unless you can 
get a chuckle out of everything 
from piracy on the high seas to 
mayhem. 

v v v 


“Hollywood Showcase” is a new 
CBS sustainer which is being aired 
opposite Walter Winchell on a coast 
network. One good goldfish bowl 
deserves another. 


-~ -— + 


Although funds for 
New York State’s attractions to 
tourists are temporarily exhausted, 
ADVERTISING AGE reports the pub- 
licity bureau “will maintain a skele- 
ton to answer inquiries.” Why not 
feature it in the advertising? 
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Nobody wants to shoot Santa 
Claus, but a boy in Kankakee, II1., 
made the AP and the headlines by 
giving him a nice black eye with a 
well aimed snowball. 
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Unions May Turn 
to Advertising 
to Court Public 


Progressive Views Are 
Demonstrated by Many 
Locals 


New Orleans, Nov. 27. — Indica- 
tions that labor unions may soon 
attain the status of important ad- 
|vertisers were given here this week 
\in behind-the-scenes comment of 
‘labor leaders gathered for the an- 
nual convention of the American 
Federation of Labor. 

Although talk of a broad public 
relations effort involving all labor 
has not progressed beyond the con- 
versational stage, there appears to 
be a growing conviction that ad- 
|vertising is destined to play a more 
important role than in the past as 
‘organized labor fights to retain and 


augment gains made in _ recent 
years. 
| It is considered probable that 


}peace between AFL and the Con- 
igress of Industrial Organizations 


will have to precede any concrete | 


plans for a broad union effort to tell 
the story of labor to the public 
'through advertising. 

Crisis Is Seen 


| Some labor leaders appear to feel 
\that unions face a crisis in the near 
future. They fear that as the na- 
tional defense program unfolds, they 
will find it increasingly difficult to 
istand up for their rights without 
jhaving their patriotism questioned. 
‘It is felt in some quarters that ad- 
|vertising may prove to be the 
answer to the problem of getting 
labor’s viewpoint accepted more 
generally. 

Less nebulous than the suggestion 
for a broad campaign embracing all 
labor is the plan of the Interna- 
tional Ladies Garment Workers 
Union to ask dress manufacturers 
for cooperation in advertising New 
York as a style center. ILGWU is 
one of the most important affiliates 
of the AFL. 


Garment Workers Lead 


Chief supporter of the proposed 
garment campaign is Julius Hoch- 
man, manager of the New York 
Dress Board, which is an important 
part of ILGWU. He has already 
asked J. Walter Thompson Com- 
pany, New York, to prepare an 
exhaustive analysis of institutional 
campaigns used by other industries, 
and of the manner in which similar 
efforts could be made to increase 
the market for New York-made 
dresses. 

Negotiations between ILGWU and 
manufacturers for a new contract 
are slated to begin in New York 
Dec. 10. Coupled with other union 
demands will be a request for as- 
sistance in the projected advertising 
campaign, Mr. Hochman revealed at 
the convention. 

This is believed to be the first 
time that a union has made adver- 
tising cooperation a condition in 
negotiations for a new contract. It 

(Continued on Page 37) 
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DUZ STEPS OUT WITH NEW APPEALS 


Sensation! Procter & Gamble Announce 


A Soap for Everything in Your Wash! 
—from Heavy Towels to Dainty Rayons! f= 


wdiv 
GRIMY TOWELS? © DUZ < DOES "EM DAZZLING WHITE! _~ 
at 4,4 ae 
PRINTED RATONS? = DUZ < DOES "EM SAFELY— COLORS GLEAM!~ 
“MIXED” FABRICS? = /DUZ-= SAFE FOR MIXTURES OF SILK! WOOL! 


| 


More aggressive promotion for Procter & Gamble's Duz is indicated by this 
six-column advertisement in Harrisburg with eleven more Eastern cities scheduled 


for an expansion of the campaign next spring. Note the anti-sneeze appeal, 
reminiscent of Rinso copy. Other tests have run in the Providence area this 
year. Compton Advertising is the agency. 


Basic Newspaper _Gilletfe Ceases 
Group Experiment (Marketing of 
Comes to Close Electric Shavers 


e ° Boston, Nov. 27. Gillette Safety 
Sales Unit to Wind Up Razor Company's two-year ex- 
Operations in April; cursion into the electric shaver field 
Hopes Seed Is Sown 


has ended, it was learned here to- 
day, and the remaining stock of Gil- 
lette shavers has been sold to Tri- 
mount Electric Company of Chi- 
cago. 

Gillette stopped manufacturing 


New York, Nov. 28.—One of the 
most ambitious newspaper rate ex- 
periments ever launched will be 
terminated April 1, 1941, when electric shavers some months ago, 
Basic Newspaper Group,  Inc., and the sale of its stock completes 
ceases operations after a career of its exit from this branch of the 
one year. Lack of adequate sup- shaving industry. Gillette will con- 
port by national advertisers was centrate its efforts on safety razors 
cited today as the reason for the |and razor blades, its primary inter- 
action by the participating news- est for 40 years. 
papers—Dallas News, Daily Okla- Gillette first marketed its electric 
homan and Oklahoma City Times razor about two years ago. Although 

(Continued on Page 37) (Continued on Page 38) 


Last Minute News Flashes 
“Time” May Expand to South America 


New York, Nov. 29.—Creation of new advertising vehicles for 
Yankee goods in South America was hinted here today when Time, Inc., 
|} admitted it is considering several plans. A Spanish edition of Life is 
_ among the possibilities. Time editorial material, translated into Spanish, 
is being syndicated through several Central and South American news- 
papers. 


Stack-Goble Gets Yeast Foam Tablets 

Chicago, Nov. 29.—Appointment of Stack-Goble Advertising Agency 
to handle advertising of Vitamized Yeast Foam Tablets with Iron was 
announced today by Consolidated Royal Chemical Corporation (formerly 
Consolidated Drug Trade Products). A half-hour program on the NBC 
Blue network, featuring a search for new professional talent, will be the 
chief medium. 


Flaherty Resigns as Pabst Advertising Manager 

Chicago, Nov. 29.—Robert H. Flaherty today announced his resigna- 
tion, effective immediately, as advertising manager of Pabst Sales 
Company. Before joining Pabst four years ago Mr. Flaherty was adver- 
tising manager of Anheuser-Busch, Inc., St. Louis. His future plans have 


| not yet been announced. 


Eastern Air Lines to Campbell-Ewald 


New York, Nov. 29.—Campbell-Ewald Company has been appointed 
to handle advertising of Eastern Air Lines, Inc., the connection becoming 
effective Dec. 2. 


Food Producers 
Will Welcome 
Monopoly Probe 


_ Trust Charges and Con- 
sumer Movement Major 
AGMA Topics 


| New York, Nov. 27.—With the 
|monopoly investigation of the food 
industry just} announced from 
|Washington as a_ backdrop, the 
Associated Grocery Manufacturers 
of America staged their 32nd annual 
jconvention here this week to dis- 
‘cuss such problems as the food 
|industry’s role in national defense, 
|price and distribution difficulties 


jand the ever-present consumer 
question. 
The AGMA attitude on the 


| monopoly investigation by the De- 
|partment of Justice was expressed 
iby Paul S. Willis, president, who 
|declared that his group welcomes an 
|“‘impartial investigation.” He added 
that he is confident that “monopo- 
listic practices will be found non- 
jexistent among the representative 
o_o of our industry.” 

The report of the long-threat- 
‘ened investigation caused so much 
comment among manufacturers 
|attending the convention that a 
| last-minute effort was made to have 
| Thurman Arnold, Assistant Attor- 
jney General, make an_ informal 
| @Ppearance at the convention to 
state the views of his department. 
Mr. Arnold was in Georgia and 
could not accept the bid. 


To Educate Consumer 

| The closing session today was 
| marked by the passage of a resolu- 
| tion pledging full cooperation with 
the government in the national 
defense program and in the estab- 
\lishment of national unity. Other 
|resolutions promised compliance 
|with the Federal Food, Drug & 
| Conmetic Act, opposed unwarranted 
price increases, pledged an expan- 
sion of AGMA consumer activities, 
and urged support of the Walter- 
| Logan bill. 

Lillian Locke, professor of house- 
|hold arts at Columbia University, 
‘told the convention that if business 
|}men are to cooperate with the con- 
|sumer movement and benefit from 
|it, they must help consumers 
|understand “the A, B, C’s of the 
business and price structure.” 

This is necessary, she said, so that 
consumer leaders can in turn help 
the women of the nation “see the 
| thing fairly and squarely.” Unless 
|business men undertake this phase 
of consumer education, she warned, 
they will find themselves the vic- 
tims of their unfair competitors. 
These unfair competitors, she said, 
are busy telling their story, and 
when women have no arguments to 
answer these charges, they fall easy 
prey. 

Prof. Locke decried the increasing 
trend on the part of both business 
and consumer groups to attempt to 
get what they want through legisla- 
tion. She warned that as more and 
more legislative controls over eco- 
nomics are enacted, the time when 
it will become “a boomerang” is 
approaching. 


No Meeting of Minds 


Eloise Davison, home economics 
director of the New York Herald 
Tribune Home Institute, who pre- 
sided over the consumer forum, 
declared that the many people who 
write to her are interested in the 
same basic problems as food manu- 
facturers, “but you have not quite 


Mie => hk 2 Sate ora MN ee So oe en Sas a nN oe ee Veiga lle yt “ ae ve oF RiGee © ae eee ee 
thi SF ae iG me, gad Bt = ¥ opent ee , os afl > a ee ee iat, platy * eRe : a 
>a y ny 4 . i _ ‘i ; ; 
TECHNOLOGY DEPT ' PUBLIC LibReRY 7 : 
\ bee F petit \ ant 
“ ‘ 4 
¢ ‘ala - 
7~ Leu ‘Z - 1 a pas ¥ a Tee 
, 
| ; oa - ‘ "I 3 a. 
i a 
ay 
i 
TEE ‘4 
az 
RS e 
| 
a | F 
| & 
| wae 2 ; 
| rs 9 gn sae. 4 
| wa wh? “ , 
Sons — 
4 he tse We come! & At Sow sine mae 6 om who 2 
bow-d @ . ne | CUPTLRNES, TOO! Renew DUT AOR ae 
Ff Mitid trang Chemie! | Se pete aahd Tatts ae = r 
, . ove tas rhea ouahion oven a 
| Wet 2 fees Ble poe we bee estrous aye pen seme mw Gaem ng! ¢ f ‘ = 
— | bay Co. Beet a oer Ba’! : 
a. ee Se Se | evar ere / 
ph ‘ And that's why DUE we here! A new wgose news ven enterens, * ¢> 
| - ' Pend et gree teed mee Bete wy oom | DUS be wae free emp Se met 7 . 
. Te ae cnet fermi DUT combenes WHITE irritating dust te make yon cough And / ” sot! 
4 : ? & NEMA SPEED cnt SAFETY —cmmer your bende’ Sap your hente oi) appre new 
~ ey 3 é pment by Say Popular Grensintnt mONp Gate how ae/t theme 0."T wee fmt wis 
¥ a _ bey Ff we GET OVE TODSY The be & at on « as 
| . SSS SR SS | ee a : 
é, d " e 
| ai ee) f ; ag and " ‘QZ : | 
| LADT! STOP SNEEZING! | | USE “SNEEZE-FREE™ DUZi ror prTunts “ ; 
j ¢ corron al 
Pe ¢ t P 6 oo 
eG ; a Red Tele 
} : 7 * . fm} eat: 
| 4 | oc Boe 2m bg 
ole = ™ dos eh, ! ua 
| bs . 4 : as 
: = rm, iL, 
J ed — 
OWT BOM DONT SCRUB! USE DUT! soate k ; 
| Girt teams tm |? minetan Recomeamtad fer of Ope ‘ | OUT 15 LAST OF CLOTHES — recnane e's eet tendnd ond 0 tet of 
washers Tepe fer ohMenene — ant ame lending acuta @ ane pater oo r a 
; 
x ~ 
ae : 4 
ee ~ 
i 
am? 
5ee * 
I 
a * 
FC 
ee a 
ee ' 
ee — 
ee ee j , 
Me 
Te 
-_. 
s 
3 3 1 
es E 
ae ( ; . ita 
tte x > -* = £ —s x : _ ghee. . “es ifes -* ? E Z aa8 - x . : : mS F a7 . Ben : ‘ a ‘ a > . 5 ae }. a 
* y , ay. oe : # } poe = a pete They cat 5 is ee prs 5: + biti ‘apes . Se, ile Be a EY F io Ree <i 
Wei ss< ee i ie eee : ae ne fae poe? & Nae Bore Fang Soe Bee. 3 Ee es ity eee A MR: cA fio Ht ral ae ae 
ae, Ge o. pe Dis al Re es 3 m™ ySpeed ees 5 ‘ Rate aire PS: os eck a ne , 7% ; 5 Ae ates bee an ; te er age - a4 


2 


ADVERTISING AGE 


December 2, 1949 


heard what they have had to say 
and they have not quite heard what 
you have had to say. The impor- 
tant thing is to get together on the 
problem.” 

Paul S. Willis was re-elected 
president of the association. William 
H. Duff II, vice-president, P. Duff 
& Sons, Inc., was named first vice- 
president; William A. Dolan, presi- 
dent, Wilbert Products Company, 
second vice-president; Austin S. 
Igleheart, executive vice-president, 
General Foods Corporation, third 
vice-president; B. E. Snyder, secre- 
tary-treasurer, R. B. Davis Com- 
pany, treasurer; and William Red- 
field, president, Hills Brothers 
Company, secretary. 


Stag Beer to Gardner 


The Griesedieck Western Brewery 
Company, Belleville, Ill., has ap- 
pointed Gardner Advertising Com- 
pany, St. Louis, to handle the 
advertising of Stag beer. News- 
papers, radio and outdoor advertis- 
ing probably will be used for a 
campaign to start early in 1941. 
Strong emphasis will be placed on 
the development of new territories. 


WCEL Signs with ASCAP 
WCFL, Chicago, operated by the 
Chicago Federation of Labor, has 
signed a new five-year music license 
with the American Society of Com- 
posers, Authors & Publishers. 


—— 


Wilfred S. King 


Charles R. Marshall, vice-presi- 


Chas. R. Marshall 


dent of J. M. Mathes, Inc., New 
York, who has been connected with 
the agency since shortly after it 
started in 1933, has been elected a 
director. Wilfred S. King, who has 
headed the agency’s radio depart- 
ment since 1933, has been appointed 
a vice-president. 


Names George Bijur 

Lea & Perrins, Inc., New York, 
has appointed George Bijur, New 
York, to direct advertising of Lea 
& Perrins and H. P. sauces, effec- 
tive Jan. 1. 


To “Writers’ Journal” 
Charles G. Snyder, formerly with 
the New York Morning Telegraph, 
has been appointed § advertising 
manager of the Writers’ Journal. 


Conversations with the key fig- 
‘ures in the defense organization 
'make it clear that every effort is 
being made to avoid interference 
with normal consumer goods pro- 
|duction. The Priorities Board, for 
example, disclosed today that al- 
though six billion dollars in de- 
fense contracts have been let, in not 
a single case has it been necessary 
|to apply a priority rating to non- 
military materials. 


Raprochement of 
Government and 
Business Seen 


Consumer Goods Pro- 


motion Unhampered for Praise Cooperation 


Present That this record is the result of 
careful planning is emphasized by 
Washington, D. C., Nov. 28.—)|members of the Defense Commis- 


Despite the fact that the nation’s |sion who are striving to place orders 
capital eats and sleeps “defense in such a manner that they will not 
program” and thinks and talks in| interfere with seasonal peculiari- 
terms of heavy industry, two omens |ties or disrupt production schedules 
stand out here that spell encourage- |0f consumer goods industries. By 
ment—for the immediate future, at| Placing off-season orders Defense 
least—for manufacturers of con- | Officials are also securing the best 
sumer goods. | possible prices. 

First of these is definite evidence | Members of the Defense organiza- 
that the enormous unused produc- ' tion are lavish in their praise of the 
tive capacity of American factories | Cooperative spirit evinced by indus- 
will permit the defense program to | try. Voluntary cooperation is the 
be superimposed on our existing | keynote of the priority system and 
economy with no adverse effect on | apparently this technique is mov- 
the production of non-defense |ing ahead without a hitch. 
goods. Second is the feeling ex-| The appointment of Jesse Jones 
pressed by business men who have | as Secretary of Commerce is one of 
been recent capital visitors that the |the most heartening aspects of the 
relations between government and | Washington situation insofar as 
business appear to be entering a| business men are concerned. Re- 
new and happier era. | Specting Mr. Jones for his record 
as RFC administrator, they believe 


Just Human — Like You - - 


Because The Super Service Station €(P showed 129%, 
page gain [4 in 10 months («3 of 1940 is not because 
we're so smart p°5 —so sagacious, gf such good editors Yh. 


or salesmen @@ -nor have we acorner £&) on all the brains 


We foresaw the trend (f° —that's all—and for over twelve 
years have preached d that car owners £43 make 
most of their quick purchases 4, at super or gas stations 
Canna) Im fact—car owners & make over 110 million retail 
sales contacts each month with the readers {> of The Super 
Service Station (j| That's why these readers {yp are dom- 


inant in the retail sales field @y —that’'s why we gained 


RAZ] volume. 


in the trade paper field—we're just human—like you QO} 


| that, for the first time in many 
| years, business has an eloquent, ex- 
-perienced representative in the 
Cabinet. 

Friends of the Secretary of Com- 
merce point out that he is fully 
aware of the importance of his new 
assignment. To use his own words, 
he believes that the Department of 
Commerce should’ properly be 
“business’s champion” in the na- 
tion’s capital. 


TWA Names White 

In an expansion of its sales re- 
search program, Transcontinental 
& Western Aijr, 
Inc., Kansas City, 
has appointed 
| Robert B. White 
to the new post 
of assistant to 
the vice - presi- 
dent. Formerly 
with the Stand- 
ard Oil Company 
of New Jersey, 
Mr. White will 
be in charge of 
sales research for 
the airline’s en- 
tire transconti- 
nental system. 


Robert B. White 


FCC Hearing on Radio 
Report Opens Today 


Washington, D. C., Nov. 29.—The 
Federal Communications Commis- 
sion announced today that its hear- 
ing on the radio monopoly report, 
recently revealed, will be Dec. 2 
and 3, with representatives of NBC, 
CBS, Mutual and 10 other chains 
scheduled to testify. 


Joins ‘Picture Play” 

Charles Gutman, formerly with 
Conde Nast Publications, Inc., New 
York, has joined the advertising 
staff of Picture Play. 


Hollis Peck to Morrell 


Hollis F. Peck, who has been 
assistant supervisor of public rela- 
tions for the Chicago Surface Lines 
for five years, has been appointed 


Morrell & Co., Ottumwa, Ia., under 
George A. Morrell, director of pub- 
licity. 


| 


to public relations work for John | 


See Possibility 
of Freezing’ Size 
of Ad Budgets 


Washington, D. C., Nov. 26 


|Legislative amendment of the ney 


excess profits tax law to curb ab- 
normal expenditures for advertising 
is being considered by U. S. Treas- 
ury tax experts, ADVERTISING Acr 
learned today. Discussions of such 
a move are being conducted in the 
wake of widespread publicity given 
the views of accountants who have 
advised advertisers to reduce their 
taxable profits by expanding pro- 
motion expenditures. 

While numerous inquiries poured 
into the Treasury Department this 
week seeking advice on the legiti- 
macy of the expanded budget tech- 
nique of reducing taxable income. 
tax officials maintained a discreet 
silence, thereby confirming the im- 
pression that this procedure falls 
entirely within the letter of the law 
At the same time, however, it ap- 
peared evident they were irked by 
inquiries which, in effect, asked 
their blessing in circumventing the 
spirit of the statute. 

One of the specific moves being 
considered by the Treasury De- 
partment is an amendment which 
would lay down as a basis for com- 
puting allowable advertising ex- 
penditure deductions the average 
expenditures of the four preceding 
years. In this manner, the experts 
point out, an unreasonable adver- 
tising bulge would be immediately 
discernible. 


See Possible Increases 


In discussing the possible ex- 
pansion of advertising expenditures, 
Treasury Officials said they recog- 
nize the fact that enlarged adver- 
tising budgets may be justified by 
expanded markets and_ increased 
purchasing power developed by the 
|defense program. Expansion of 
|this type, they agreed, is very de- 
| sirable. 

No amendment proposal is ex- 
pected to be advanced by the Treas- 
|ury Department until at least after 
the first of the year, if at all. First 
tax returns under the new law are 
due by March 15, 1941 and it is en- 
| tirely possible that action will be 
| postponed until sufficient informa- 
| tion has been gathered on what pro- 
cedures advertisers are following. 


Boarding Schools Gain 

Military boarding schools in this 
country show an average increase 
in enrollment of 6.4 per cent this 
fall in comparison with last fall, 
according to the 23rd annual schoo! 
census conducted by N. W. Ayer & 
Son, Inc. A gain of 1.1 per cent was 
registered for boys’ non-military 
schools. 


More Colored Ink in Use 


About 50 per cent more colored 
ink is being bought today than in 
1935, according to figures gathered 
by Eagle Printing Ink Company, 4 
division of General Printing Ink 
Corporation, New York. In news- 
paper inks, the volume increase !n 
color was 45 per cent, and in Joo 
inks the increase was 49.5 per cent 


Bruce Moran Resigns 
Bruce Moran, manager of te 
|Gottschaldt-Humphrey Division © 
ithe C. P. Clark Company, Atlanta, 
jhas resigned. 
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Tue Irnvinc-CLoup PUBLISHING Co. 
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cA Revolver.....or 


DANIEL BOONE and his Kentuckians could “bark” a squirrel, 
wing a wood dove, and kill a bear with their one all-purpose weapon 
...the “long rifle” of the pioneers. You can hardly do that today. Game 
is scarcer and more wary, and modern nimrods realize that successtul 
hunting depends on knowing where to go, and which weapon to use. 

In today’s great hunt for consumers, some of the most skilful 
hunters are the editors of magazines. They choose and use the edi- 
torial guns that bring down profitable customers without wasting shots. 

Advertisers know that the great consumers of food and drug 
products, of motor cars, of wearing apparel and household equipment, 
are young, urban, employed men and women. + Editors know these 
sane people are the great consumers of fiction. So editors who want 
that kind of readers rely on fiction as the weapon to bring them in, 
because the love of good stories is born in childhood and reaches its 


peak in young man and womanhood. 


Many surveys among magazine readers have shown this. They 


have shown, too, that these same people who place fiction at the top of 


their reading desires say that Cosmopolitan Magazine is at the top in 


a Shotgun.....or a Bow and Arrow 


What 


would you use for 


shooting 
allards ? 


HW 


cceee OF A Slingshot? 


printing the best fiction. By other measures, too, such as the number 
of novels later published as books and the quantity of stories made 
into first run movies, Cosmopolitan’s fiction is an effective weapon. 
te Men who sell know the emotional force of great fiction... know, 
too, that Cosmopolitan’s great fiction is packed with power to stimulate 
desires. The men, women and young people of nearly 1,850,000 
Cosmopolitan families have an annual income of over $5,500,000,- 
000.* ‘They are singularly willing to spend their money for new and 
improved products. For example, by a recent study, 81% had bought 
Nylon stockings within 5 months of their introduction. 

* ‘There’s no closed season, no bag limit to the sales you can make 
to these Cosmopolitan families. But there’s only one weapon that you 


can use to your best advantage...that’s Cosmopolitan’s yreat fiction, 


*Enough to buy the nation’s '38 radio production 26 times over. 


C "Greater TODAY than yesterday od Greater TOMORROW than today!" 
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E : 4 ADVERTISING AGE 
rr Two Accounts to Bureau Plans New Drive for 
- Bridgton, Me., Chamber of Com-| Flame-Glo Lipsticks 


December 2, 1949 


Dec. 2-7, inclusive, with an exten-|for a period of increasing business 
|sive advertising program. The event | activity, and our truck show thus 
|serves as the formal introduction of|is timed to be of greatest value to 
the 1941 line, which includes 60) the buyer,” said W. E. Fish, man- 
models on nine wheelbase lengths, | ager of the commercial car depart- 
the broadest range of commercial | ment. 
equipment ever offered by the motor | According to Mr. Fish, 1941 wij) 
vehicle sales leader. be one of the greatest sales years 
With passenger cars given right|in truck history, with gains as high 
of way in the new model program,|as 20 per cent expected in ma: 


merce has appointed Advertising Rejuvia Beauty Laboratories, New 


Bureau, Boston, to handle a small York. will launch a magazine cam- . 
newspaper campaign to promote the|—.? . a ‘ t nto ee 
winter sports facilities of the Bridg- |paign in February to promote the I 


; y “ke »d shade of its Flame- 
ton area. Herbert Frank is account | Glo ew a schedule are 
executive. The same agency has| Glo lipsticks. so = so 


o 7 
; ‘ +. the Fawcett Woman’s group, Mod- th T k f) 
also been named to handle the ad-|o. Magazines and Movie Mirror- Wi ruc rive 
Its trucks usually are not available in| sections of the country. Bs 


vertising of Christmas Tree Inn, | photoplay. 
Bridgton, Maine. | New York newspapers are now 
ie being used. Norman D. Waters & Month Ahead of sufficient numbers to warrant na-| “The general business upturn 
Resume Work on WALB Schedule in Annual tional presentation along with the/clearly and quickly reflected ip 
Construction work has been re- ° more glamorous debutantes of the | truck sales, which mirror accurate, 
National Week passenger car division, so that a/the business picture,” he declared 
Detroit, Nov. 28. 


Associates, New York, is the agency. | 
sumed on the broadcasting station . 
Dill Leaves W. A. Taylor special showing usually has been | Over 8,500 dealers are participating 


of the Albany Herald, near Albany, 
Ga. The frequency of the station Russell E. Dill has resigned as A major sales|held in January. This year, the|in the division's National T: 


has been changed from 1,230 to|executive vice-president and mem- 


promotion campaign got under way 


new model program is far enough | 


secured from the FCC to operate on ; ' . eo On m1 
unlimited time. The station will be|the wine and liquor importing firm |° enera Motors 
known as WALB. 


1,530 kilocycles and permission — 5 a ae oh. Serene > thie week as the Chevrolet division|advanced to permit holding the 


inaugurated | national showing a month earlier. 
“This is a season of preparation 


since June, 1939. 


Chevrolet National 


Truck Week, 


CAROL AND TOM WON’T ACTUALLY DECIDE UNTIL 
AFTER THEY HAVE CONSULTED CONTRACTOR HARRIS 


Iragile stuff, dreams. All right 
to start plans with, but hardly sub- 
stantial enough to build a house. 


Carol and Tom intend to build. 
They have their lot. And if wishes 
were houses, they would have one 
on it miraculously. They have 
studied plans by the score. ‘They 
have spent many Sundays looking 
at new homes going up and have 
changed their minds a dozen times 
as to what they themselves want. 
They have any number of ideas, but 
they need the practical assistance of 
Contractor Harris. 

Contractor Harris will take their 
dreams, mix well with his long ex- 
perience, and build the house they 


want. Somewhere along the line, 
he will find it necessary to use your 
product, or a similar one. But he 
may not know you or your product, 
and he hasn’t time to explore the 
possibilities of a dozen similar ones. 
Naturally, he will use the product 
that is continually under his eye. 
That means he will use a product 
made familiar through the pages of 
his business paper, because that is 
the way he makes up his mind. 


Your salesman can’t really reach 
Contractor Harris because he is too 
hard to find and too busy to listen. 
His days are full of the thousand 
and one things that must be co- 
ordinated in a_ profitable building 


Publishers also of BUILDING SUPPLY NEWS and 
BSN DEALERS’ CATALOG — 24th Year 


program-—seeing prospects, super- 
vising jobs, conferring with his 
dealer, and arranging financing for 
his clients. 

That’s why selling Contractor Har- 
ris is “One Sales Job Which Only 
Advertising Can Do.” Ask for the 
market study carrying that title. 
Write or phone Practical Builder, 
59 EK. Van Buren St., Chicago, Tl. 
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ERVING 70.000; . 
BUILDING EXPERTS 
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Week, each staging a 1941 commer. 
cial car showing in his own city 

A series of special activities 
| within each dealership will focys 
attention on National Truck Week 
| Some dealers have planned working 
|displays of Chevrolet trucks oper- 
ating in various fields. Others are 
staging parades of varied truck 
models equipped with special bodies 
for particular duties. Still others 
are planning “open house” with 
|sales, service and accessory depart- 
| ments cooperating to emphasize the 
|role of the truck in modern business 
life. 


Dealers Working Hard 


Commercial car and truck sales 
represent almost 25 per cent of 
|Chevrolet’s total unit volume. With 
|many important improvements to 
| offer in its 1941 line, the company 
has put extra effort into the current 
|campaign. A series of six mailing 
|pieces was used to whip up the 
lenthusiasm of the retailers and to 
|instruct them in details of the pro- 
|gram. Dealers in turn were sup- 
plied, without cost, with a variety of 
|promotional material which _ in- 
| cluded 1,000,000 show room invita- 
tions and 1,000,000 four-page 
rotogravure handouts. To some 
3,000 of the larger dealers were sent 
show room display posters. All 
dealers were offered, at favorable 
prices, additional material such as 
silk banners, pennants, window 
trim, placards, etc. 

| Newspapers will carry the brunt 
of the advertising during Nationa! 
Truck Week, the advertisements 
starting Dec. 2. Approximately a 
complete schedule will be used, 
which means around 6,500 papers, 
with the larger publications carry- 
ing full pages. The national adver- 
tising campaign opens with a page 
in Life, Dec. 2, followed by The 
| Saturday Evening Post, Dec. 7. On 
the list also are Collier’s and 4 
limited number of business papers 
Both lists will be expanded in 
January when a hard-hitting drive 
for truck sales will be renewed 
Beginning Jan. 13, posters will go 
up in 13,000 spots. “The Right 
Truck for All Trades” captions the 
national advertising which also will 
feature the slogan, “Out-Pull, Out- 
Value, Out-Sell.” 


Gridiron Nets $1,539; 
Clough Gives $1,500 

Chicago’s first Gridiron Dinner 
left a net surplus of $1,539, accord- 
ing to a report submitted by Home! 
J. Buckley, general chairman of th 
‘dinner committee. This will be 
| turned over to the Northwestern 
| University Advertising Foundation 
Fund, a perpetual fund establishec 
by the Chicago advertising frater- 
nity to provide post-graduate 
arships in advertising. S. Dew!" 
Clough, president of Abbott Lab 
tories, and president of the Adver- 
tising Club of Chicago a score. 
years ago, has matched this $1.00! 
with a personal gift of an 
amount, bringing to $3,000 the 
amount to be turned over to tm 
university. 

A ways and means and no! 
ing committee to name office! 
committees for the 1941 G! 
Dinner which has been appo!ntes 
by Mr. Buckley includes G 
Schaeffer, Arthur Tatham, W 
| McNamee, R. D. French, Cla! 
Kuipers, John W. Banniste! 
E. R. Richer. 


Ilex Pushes Shutter 

llex Optical Company, Ro 

Y., a new account of 

Hughes Company, for which 
P. McCarthy is account execu! 
has started an advertising camps'>" 
for a new high-speed shutter W! 
a full page in the December Pop 
Photography. 
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Everybody knows that a Floor Show costs money and 
that the customers pay for it. 


But in an advertising medium, the advertiser pays for 
it and he pays for it two ways. 


He pays both in the form of higher rates and in the 
business he loses to the distractions of entertainment. 


Shopping Newspapers confine themselves to the B:// 
of Fare and cut out the Floor Show... . yet all over 
America they outpull by remarkable percentages me- 
diums that include 4 Floor Show with the Bill of Fare. 


They demonstrate conclusively that merchandise it- 
self has a definite entertainment value for a woman and 
that a costly Floor Show of war, politics, sex, scandal, 
sports, comedy and fiction does not induce the buying 
impulse but interferes with it. 


When the housewife settles down to read her Shopping 
Newspaper, she knows what to expect and what not 
to expect .. . she knows that its contents are all over 
the counter and not all over the lot . . . and because 
shopping is her natural function, she likes it because 
it consists of merchandise only. 


It is strictly 4 Bill of Fare and, like any other bill of 
fare, itis Free... but that’s all about it that is free! 
... the contents cost money!... and, frankly, without 
money, it’s just a waste of time! 


The Chief Aim of the ordinary medium is Relaxation 
...the Sole Aim of the Shopping Newspaper is Re- 
sponse ... and the basis of that response is: 


CONTROLLED CIRCULATION 


In fact, if it wasn’t controlled, there just wouldn’t be 
any such thing as a Shopping Newspaper! 


Because there isn’t anything in it to sustain the interest 
of those who have no money to spend! 


Its very existence is proof of its value and vitality as 
an advertising medium, because its circulation is, and 
of necessity must be, drawn from and confined to sub- 
stantial, able-to-buy families, in urban or nearby areas 
... for, a liberal and quick response to its advertising 
messages is the life-blood of a Shopping Newspaper. 


ADVERTISING AGE 


JUST A BILL OF FARE 
d NO FLOOR SHOW! 


Every family embraced in the national network of 
Shopping Newspapers is selected in each community 
on the basis of established and consistent earning 
power ...and every Shopping Newspaper is the sci- 
entific sequel to an exhaustive circulation size-up and 
check-up made before the first issue went to press! 


ONLY THE PROSPEROUS ARE 


ELIGIBLE! 


Each week, 30,000 trained and responsible carrier 
delivery boys deliver the Shopping Newspapers of 
America into 6,706,404 prosperous homes, located in 
high income markets where people have the means to 
satisfy high per capita needs. 


And each week, the advertisers in this unique, home- 
delivered medium reach more homes, interest more 
readers, and develop more buying activity per dollar 
spent, because nothing interferes with the delivery of 
a Shopping Newspaper into the home and nothing 
irrelevant distracts attention from the contents. 


Yet, instead of being proportionately higher, rates in 
Shopping Newspapers are radically lower: 


BECAUSE THERE’S NO FLOOR SHOW! 


AND THE FOLKS DON’T MISS IT! 


Shopping Newspapers prove that people spend more 
freely if you don’t interrupt them! 


Shopping Newspapers can be bought a la carte .. . 


Singly ... Sectionally . .. Nationally. 
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December 2, 1949 


Radio's 20th Year 
Hailed at Dinner 
in Washington 


Washington, D. C., Nov. 27.—The 
National Association of Broadcast- 
ers last night celebrated the 20th 
anniversary of American radio with 
a dinner at the Hotel Willard. Let- 
ters from both President Roosevelt 
and Wendell L. Willkie hailed the 
occasion and praised the achieve- 
ments of the American radio indus- 
try. 

Neville Miller, president of the 
National Association of Broadcast- 
ers, read the letters of the Presi- 
dent and Mr. Willkie. “The growth 
of broadcasting as we know it in 
America has been one of the out- 
standing achievements of this gen- 
eration,” Mr. Roosevelt said, add- 
ing: “I reaffirm to you my belief 
that democracy will not tolerate any 
attempts at domination or control 
by government of the free and open 
avenues of public information.” 

Mr. Willkie added his praise of 
American radio and complimented 
all those who have had a hand in 
bringing radio broadcasting to its 


present high level 
Said Mr. Willkie, 
just come through a national po- 


pant, I can bear testimony to the | 
fairness and high sense of responsi- 
bility of those in control of our 
|radio facilities.” 


| 500 Attend 


Approximately 500 
|tended, among them 
sentatives of the government, the 
heads of the major networks and 
others. A portion of the evening 
program was devoted to a special 
|broadcast with commentators 


persons 
many repre- 


| 


of perfection. gan, president, National Council of 
“As one who has | Women. 


litical campaign as a major partici- | Daytona Beach Papers 


‘Are Ordered Sold 


Circuit Judge C. E. Chillingworth 
has ordered the assets of the 
News-Journal Corporation, Daytona 
Beach, Fla., to be sold by private 
sale by June 1, 1941, and the pro- 


at- | ceeds to be distributed among stock- 
‘holders of 


the corporation. The 
order was handed down in a case 
brought by R. H. Gore, a minority 
stockholder. 

The News-Journal 
|publishes the 


Corporation 
Evening News and 


of | Morning Journal at Daytona Beach. 


CBS, Mutual, and NBC giving spe-|Its principal stockholders are Julius 


cial greetings and a last minute| 
roundup of the world’s latest news. 

The American Forum of the Air, 
presided over by Theodore Gran- 
nik, presented several notables in 
a special program over the Mutual 
Broadcasting System, in which the 
past and future of radio were dis- 
cussed. Those participating in the 
forum were Chairman James L. Fly 
of the FCC; Neville Miller, presi- 
dent of NAB; Rabbi Edward Israel, 
president, Synagogue Council of 
America; Samuel McCrea Cavert, 
general secretary, Federal Council 
of Churches of Christ in America; 
Edward J. Heffron, executive sec- 
retary, National Council of Catho- 
lic Men; and Mrs. Harold V. Milli- 


and Herbert M. Davidson. R. H. 
Gore publishes the Daytona Beach 
Sun-Herald, the Fort Lauderdale 
Daily News and the DeLand Sun- 
Herald. 


Increase WISN Power 


WISN, Milwaukee, owned by 
Hearst Radio, Inc., which has been 
operating at 250 watts nights and 
1,000 watts daytime, has been 
granted permission by the FCC to 
operate at 5,000 watts both day and 
night. 


Pepper Advances Officers 

J. W. Pepper has been elected 
chairman of J. W. Pepper, Inc., 
New York, and George P. Butterly, 
Jr., has been elected president. 


missinalink 
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A brilliantly conceived advertising and selling 


operation may be lacking in 


ticular and produce indifferent results. 


$$$ Study your program and ask yourself 


whether there is an important “ 


It will pay you to find it. 


$$$ If your advertising is aimed at high ex- 


ecutives, you may be using publications which 


they read at home. 


that advertising by taking space in the medium 


which they read in their off 


of sale? 


some vital par- 


But do you merchandise 


‘es——your point 


StL 


missing link.” 


$$$ Much of the selling punch in your copy 


can be lost in the carry-over from home to office. 


$ $ $ The one and only national publication for 
management executives that prevents this loss 


is The Wall Street Journal. 
subscribers read it in their offices at their desks. 
$$$ It gives you, per advertising dollar, more 
readers who are active management-executives 
of industrial corporations with assets of over 
$1,000,000 than any other publication— 


magazine or newspaper. 


$ $$ Make your campaign more productive by 


completing it with The Wall Street Journal. 


WALL STREET JOURNAL 


MANAGEMENT 
EXECUTIVES 


86 per cent of its 


“B WINNIPEG 


BMI Scores ASCAP 
Charges of Nazi, 
Fascist Music 


New York, Nov. 28.—Political 
ideologies were thrust forward as 
an issue in the radio music dispute 
today when Broadcast Music, Inc., 
denounced ASCAP’s reference to 
alleged Nazi and Fascist sources 
controlled by the radio group. The 
ASCAP statement was contained in 
a letter written to ADVERTISING AGE 
by A. P. Waxman, public relations 
counsel of the composers’ group, 
printed in last week’s issue of this 
publication. 

“ASCAP has criticized BMI on 
the ground that any music which 
goes into the Ricordi catalog has 
to be approved by Mussolini,’ BMI 
declared today. “We have not raised 
this point but since there has been 
a statement by ASCAP we would 
like to call attention to the follow- 
ing facts: 

“1. That Ricordi is exempted 
from the official governmental Ital- 
ian society of which Mussolini is 
the head. 

“2. That ASCAP has reciprocal 
agreements with the official govern- 
ment of the Nazi organization of 
Germany and the Fascist organiza- 
tion of Italy, of which Hitler and 
Mussolini are the respective heads. 

“3. That the general manager of 
ASCAP has recently been decorated 
by Mussolini for his services to the 
Fascist state. 

“4. That ASCAP has recently 
been asked and is considering an 
invitation from the Fascist authors’ 
| organization of Spain to help organ- 
|ize the Latin-American field which 
/is an attempt to oppose the methods 
of the United States State Depart- 
ment to keep the Western Hemi- 
|sphere American by helping the 
introduction of foreign cultural 
‘influences into the Latin-American 


| field.” 


Controls 90 Per Cent 


| In emphasizing the contr-butions 
lof radio to the “good neighbor” 
|policy, BMI disclosed that it has 
acquired rights to the catalogs of 
the Society of Authors, Composers 
and Editors of Music of Mexico and 
and the corresponding organization 
in Cuba. Both sources are now con- 
trolled in this country by ASCAP 
but after Jan. 1 will be available 
to BMI subscribers. 

The broadcasters’ group also took 
issue with statements attributed to 
ASCAP to the effect that BMI mem- 
bership stands at 420 radio stations, 
a probable maximum. BMI said 
that its latest membership roster 
lists 431 stations, representing 90 
per cent of total advertising volume 
on the air. 

John J. Paine, general manager 
of ASCAP, presented the society’s 
side of the controversy before a 
meeting of the Radio Executives 
Club yesterday, informing agency 
men, advertisers and station officials 
that his organization stands ready 
to discuss the impasse with broad- 
casters. He criticized the radio 
industry for expressing its views 
through the trade press rather than 
by direct consultation with ASCAP. 

Mr. Paine reviewed the society’s 
development since its inception and 
stressed its contributions to Ameri- 
}can cultural life. He declared that 


STILL FLOATING 


RE AMOUR FO + GUEETION SHIGE OF SHINO ASKED FREQUENTLY “NOR SITW THe was on 
2 LINCS RANSON ROUND THE PORLE SOOTEH HTTLA SEEM SHIFFED AROUND THE SORLom 


Mt BRITISH wn Ny oT MISTRESS OF THE SEAS 


and toe malt whasborr we Angi Ransom wt arr stall bree 
| repecerd wa erry cash, S000 mils around the wertd te mello 


| 
| 
| 
J 
| 


William Jameson & Co. used this full 
newspaper page in New York to reassure 
the public that King's Ransom is still 
being made from whisky which has been 
shipped around the world. 


while ASCAP would welcome fur- 
ther discussion of the issues involved 
in the dispute, it will not be dealt 
a death blow if radio proceeds with- 
out ASCAP music after Jan. 1. He 
hinted that ASCAP has plans ready 
for the continuation of its work if 
no agreement is reached with the 
broadcasters, but no details were 
revealed. 

Criticism of ASCAP’s internal 
iffairs by broadcasters, particularly 
its system of distributing income, 
was denounced by Mr. Paine who 
declared that such matters were not 
radio’s business. 


S. W. Munroe Moves Up 
Stewart W. 

Munroe, who has 

been associated 

with Walter P. 

Chrysler and the . 


Chrysler organ- 
ization since 
1921, has been 


made general 
sales manager of 
the sales division 
of Chrysler Cor- 
poration under 
Charles L. Jacob- 
son,  vice-presi- 
dent in charge 
of sales. He has 
been assistant sales manager. 


Urges Butter Ad Levy 


The Wisconsin Council of Agri- 
‘ulture at its annual convention in 
Madison last week adopted a reso- 
ution urging passage of legislation 
‘equiring all dairymen in the state 
o deduct one-half cent a pound 
rom one month’s butter checks for 
he dairy products advertising cam- 
vaign. Currently such deductions 
are voluntary. 


N. Y. Publishers Elect 


Henry O. Elkins, Steuben Courier, 
has been elected president for the 
second time of the Western New 
York Publishers’ Association. Other 
new officers are: Charles R. Cooper, 
Hilton Record, vice-president, and 
Robert Measer, secretary and treas- 
urer. 


Beaumont & Hohman 
Invades New York 


Beaumont & Hohman, Inc., has 
opened a New York office at 630 
Fifth Avenue. C. S. Yarnell is 10 
charge. 

The agency now 


Stewart W. Munroe 


maintains offices 


in an even dozen cities. 


TORONTO 
MONTREAL 


LONDON Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 


THE 


FREE 


5000 watts 


WMBD 


HEART OF ILLINOIS 


CBS 
PEORIA 


& PETERS, INC. 


“ Exclusive National Representatives 
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a. 


paerrneh & 


CoE: eee 


x 
5 


>. 
— 


ip-e> 
s-* 


le 


Ves 
ari fg 
fe fst 


Owe tw t 


es MIDWESTERN FARMER, visiting a cousin in 


oN 
vu 


California, was taken to see the San Fran- 
cisco-Oakland bridge. 


“There,” said the proud Californian, “is a 
great engineering feat...the longest bridge in 
the world!” 


“Shucks,” said the farmer, “it’s nothing but a 
lot of little bridges strung together!” 


The farmer’s description of the world’s longest 
bridge could be applied to any great advertis- 
ing campaign. 


* For no matter how big and impressive a 


campaign as a whole may look to others, we 
know that it, too, must be built up piece by 
piece—that it can be great only if each separate 
advertisement, like each separate bridge, is 
perfect in its own right. 


Young & Rubicam, Inc. 
ADVERTISING 


NEW YORK + CHICAGO + DETROIT 
HOLLYWOOD -MONTREAL-TORONTO 
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T axpayer Suit i 
Adds to Woes of 
Collier Units 


William Wrigley, Jr., Company’s 
excursion into the car card adver- 
tising field through purchase of 
bankrupt Barron Collier properties 
promises to be no bed of roses was 
indicated here this week when two 
legal actions involving New York 
subway advertising contracts were 
launched. 

Following an announcement by U. 
S. Attorney John T. Cahill that he 
would heed Mayor F. H. LaGuar- 
dia’s request for an investigation 
into the affairs of the bankrupt 


New York, Nov. 28.—That the | 


\Collier firms, a $500,000 taxpayer 
| suit was instigated against the three 
|members of the city Board of 
| Transportation in connection with 
|lsubway advertising contracts. 

| In the taxpayer action, members 
lof the Board of Transportation 
| were charged with “collusive, frau- 
|dulent and illegal” acts in awarding 
without open bidding a blanket con- 
tract for advertising throughout 
New York’s unified subway system 
i\to New York Subway Advertising 
Company. This firm is one of the 
six Collier companies taken over 
by the Wrigley-controlled National 
_Transitads, Inc. 

| The plaintiff in the taxpayer ac- 
|tion, Alma Palmerini of the Bronx, 
charges that New York Subway 
| Advertising Company is “simply the 


alter ego” of the Barron G. Collier 
organization. Manhattan General 
Advertising Company, another Col- 
lier unit, held the subway contract 
until it was declared bankrupt and 
in debt to the city. 


Insurance for Rehm 


Baron Rehm has resigned as pro- 
motion manager of Advertising 
Publications, Inc., to head the insur- 
ance brokerage business of Wm. F. 
Jacobs & Co., Insurance Exchange 
bidg., Chicago. 


WWYVA to Join NBC Blue 


Station WWVA, Wheeling, W. 
Va., will become an affiliate of the 
Blue network of the National Broad- 
casting Company either on May 2, 
1941, or in the fall of the year. 


Bulger Heads Ad Party 


James Bulger, Chicago Motor 
Club, is chairman of the Chicago 
Advertising Manager’s Christmas 
Carnival, which will be held Dec. 6 
at 7 p. m. at the Merchants’ & 
Manufacturers’ Club, Merchandise 
Mart. Admission is $2.50. 


Schneller to Graf 


Frank Schneller, formerly asso- 
ciated with the Cramer-Krasselt 
Company, Milwaukee, has joined 
the John Graf Company, Milwau- 
kee. 


Joins Forshew & Jacobus 


Nelson H. Seubert has resigned 
from Media Records, Inc., New 
York, to join Forshew & Jacobus, 
New York, research tabulation firm. 
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‘Let Customers 
Buy’ Increases 


Store Unit Sales 


Chicago, Nov. 28.—A _ study of 
200,000 sales slips, representing in- 
dividual transactions over a period 
of a year in nine typical men’s fur- 
nishing stores revealed that barriers 
and obstacles have been set up 
which actually interfere with vo}- 
untary purchasing on the part o! 
the consumer. Eliminating these 
|barriers has resulted in increasing 
\the average sales slip from 55 to 
100 per cent. 

These findings were reported by 
A. O. Buckingham, vice-president 
in charge of advertising and marke: 
research for Cluett, Peabody & Co.. 
who spoke today to the Chicagy 
| Federated Advertising Club. Th: 
/research on which the conclusions 
| were based has been summarized in 
‘a portfolio, “Let the Consume: 
Buy,” and has_- caused _radica! 
changes in merchandising in many 
men’s wear and furnishings stores. 

Another interesting subject 
touched on by Mr. Buckingha: 
concerned cooperative advertising, 
|which is used to a large extent in 
|the men’s wear industry. Cluett, 
Peabody is said to be the only large 
company which does not participate 
in cooperative advertising with re- 
tailers. Yet it receives enthusiastic 
|cooperation from retail merchants, 
who use millions of lines of news- 
paper space and other local adver- 
tising each year in featuring Arroy 
| products. 

“We are trying to do a good job 
of creating interest and demand 
| through our advertising,” Mr. Buck- 
|ingham said, ‘‘and feel that this ad- 
|vertising is benefiting every mer- 
jchant who sells our goods. Since 
| we have made this contribution, the 
merchant who is willing to cooper- 
|ate in promoting sales of our brands 
|can do so on his own account with 
the assurance that much of the pro- 
|motion job has already been done 
through our advertising. 

| “Obviously under our program 
|we retain a control of advertising 
operations which is not always pos- 
sible under a cooperative plan.” 


tor new rate card | EXhibitors Council 


and full details in Holds Bi-annual Meet 
one or forty-three 


Col. Willard Chevalier, vice-presi- 
dent of McGraw-Hill Publishing 
Company and publisher of Business 
Week, will talk on “Impact of the 
Defense Program on Industry” at 
the bi-annual meeting of the Exhib- 
itors Advisory Council at Grand 
Central Palace, New York, Dec. 5. 

Other speakers will be Charles F. 
Roth, president of the Internauonal 
Exposition Company, New York: 
Frederick C. J. Dell, manufacturers’ 
secretary, American Transit Asso- 
ciation, New York, and Richard H. 
| Demott, president of the Exhibitors 
Advisory Council and general sales 
manager of SKF Industries. 


Taranto Joins Bates 

Al Taranto will resign as time 
buyer for William Esty & Co., New 
York, to join the new agency headed 
by Theodore L. Bates in New York 
Dec. 16. 
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Seek 400 Million 
to Extend Surplus 
Food Stamp Plan | 


Washington, D. C., Nov. 26.— An 
annual appropriation of $400,000,- 
900 for the food stamp subsidy plan 
is being urged by the Department 
of Agriculture in order to extend 
the program to all relief families, 
thus ensuring that “farmers, low- 
income consumers and food dealers 
would all benefit substantially.” 
During the current year the De- 
partment will spend approximately 
$100,000,000 on food stamp opera- 
tions out of a total budget of $225,- 
900,000 for surplus disposal. 

The food stamp plan, begun as an 
experiment a year and a half ago, 
now operates in 202 cities and coun- 
ties and reaches about 2,500,000 | 
clients. Under the scheme, the De- | 
partment of Agriculture provides | 
relief families with blue stamps 
which may be used for purchase of | 
specially designated surplus food | 
products at regular grocery stores. | 
The government redeems the stamps 
taken in by the grocery stores. 

An appropriation of $400,000,000 
each year, the department pointed 
out, would make the plan available 
to 15,000,000. For about $1,000,- 
000,000 each year, it was disclosed, 
the plan could be extended to all | 
relief people plus all employed low- 
income families (income less than 
$1,000 per year) in both rural and 
urban areas. 

The report pointed out that “these 
findings do not mean that the food 
stamp plan is necessarily a substi- 
tute for other methods of farm re- 
lief nor that it should be considered 
to the exclusion of other methods 
of domestic surplus disposal, such 
as the school lunch program and 
the direct purchase and (relief) dis- 
tribution program.” 

A $400,000,000 stamp program 
would affect the principal commodi- 
ties distributed under the stamp | 
plan by an increase of 3 to 5 per 
cent of normal domestic consump- 
tion for rice and cabbage, 6 to 8 
per cent for butter and eggs, 9 to 14 
per cent for beans, various fresh 
fruits and vegetables, and lard, and 


23 to 26 per cent for raisins and 
prunes. 
Pepperell to Federated 


The Federated Sales Service, Bos- | 
ton, has been named marketing 
‘ounsel for the Pepperell Braiding 
Company, East Pepperell, Mass. 


Masterbilt Appoints 
Masterbilt Mfg. Co., maker of | 
brassieres, has appointed Dundes & 
Frank, Inc., New York, to handle | 
its advertising. Newspapers will be | 
used, 


WHICH? 


Ring around 
the rosy .... 


Oh... 


a horse race? 


You advertise lowest prices; 
so do your competitors. You 
talk of top quality; so do 
your competitors. You tell 
of new tastes, new styles; so 
do your competitors. You tell 
of fast delivery, perfected ser- 
vice; so do your competitors. 
But, what if one of THEM 
gets TOUGH? What if he de- 
cides to make people think 
something special about his 
business? What if he decides 
| to make vour customers like 
ind believe in his product? 
What if he makes them PRE. 
FER the things he sells? Did 
‘ou ever hear of our plan of 

. SMALL newspaper ads. 
quipped always with GOOD 
copy that’s got a load on its 
houlders . . . and is invari- 
ably published frequently? ’ 


OREN ARBOGUST | 
j ADVERTISING : 
Thirty N. Michigan Ave. ; 
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CHICAGO 


“Building of Tomorrow” 
Features Parcel Service 


A new and modern building con- 
taining retail stores and a drive-in 
garage in downtown Philadelphia is 
under construction. Called the 
“Building of Tomorrow,” it will fea- 
ture a parcel service permitting a 
person to make a purchase in any 
of the street level shops and have 
the article delivered to the parcel 
department on the garage floor. 

The patron will then claim his 
packages on surrendering his park- 
ing ticket. 


Malcor to Scheck 

Malcor Products, Newark, N. J., 
has appointed Scheck Advertising 
Agency, Newark, to conduct its 


Sani-Clip advertising in newspapers | Mildness 


and magazines. 


New Cigaret 
Features Use 
of Quinquefolium 


New York, Nov. 27.—First adver- 
tising of a new cigaret called Pine- 
hurst will break later this week in 
newspapers in Virginia and North 
Carolina, it was disclosed here to- 
day. The advertiser will be a new 
company, R. L. Swain Tobacco 
Company, with headquarters at 
Danville, Va. 

Pinehursts will be standard-sized 
and priced at the same level with 
best sellers in the field. “Revolu- 
tionary smoothness” and “utter 
will be among 


Gotham Advertising Company has 
been appointed to handle the ac- 
count. 


New Moistening Agent 


Arthur A. Kron, secretary-treas- 
urer of the agency, told ADVERTISING 
AGE that the novel feature of Pine- 
hurst cigarets is that they are made 
by a process involving the use of 
quinquefolium, an herb used as an 
agent to keep the cigarets moist. 
Glycerin or diethylene-glycol is 
used in most leading brands for this 
purpose. 

Pinehursts have been extensively 
tested, according to Mr. Kron. Dis- 
tribution will be limited for the 
present to Virginia and the Caro- 


the |linas, with a slow but steady ex- 
|phrases used in announcement copy. | pansion planned. 


Cities in which 


initial advertising will appear are 
Danville, and Raleigh, Greensboro 
|and Pinehurst, N. C. 

| Pinehurst copy will feature the 
slogan “it’s seasoned,” and will ex- 
plain how the use of quinquefolium 
in the cigarets prevents nose and 
throat irritation from smoking. The 
result, according to copy, is a “super 
smooth” smoke. 


WAPO to Increase Power 


WAPO, Chattanooga, has received 
notice that its application for in- 
crease in power from 1,000 watts 
day and 500 watts night to 5,000 
watts day and 1,000 watts night, has 
|been approved. The station will 
| change frequency about Feb. 1 from 
1,420 kilocycles to 1,120 kilocycles. 
A new transmitter will be installed. 


STAR PERFORMER 


As the star performer in the sporting field SPORTS AFIELD attributes / 


j 


“, C Zo ° 
Gay 
much of its success to the confidence of its advertisers, who have given / Wr, 
it the greatest advertising lineage increase among sporting magazines. Pons #ing ten lO er . 
Nor is SPORTS AFIELD the star performer by self appointment. Doug oT ddaosge*tue 
Chie, 
American sportsmen have made it the net-paid-circulation leader d hey 


among the quality sporting magazines’ 


months of 1940. 


With all this SPORTS AFIELD continues to offer advertisers 


the lowest delivered cost per page per thousand among all 


sporting magazines. 


In short, SPORTS AFIELD provides 


the most effective route to the buying power of sportsmen 
. . America’s No. 1 brand conscious market. 


*more than five cents per copy 


SPORTS 


/\FIELD 


have given it the 
greatest sporting magazine news-stand sales gains for the first six 
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You can sell more now at lower cost with Tribune advertising 
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| Share of thicagos 
sales opportunities? 


from 625,000 to 670,000 more total daily 
circulation than other Chicago daily 
newspapers. And on Sunday, it delivers 


for Chicago’s largest constant audi- 
ence, the Tribune is the basic medium 


for Chicago retailers, who placed 


from 240,000 to 790,000 more than other 
Chicago Sunday newspapers. 

Thru the Tribune alone ... at one low 
cost... you get balanced, market-wide coverage of 
Chicago and suburbs... 475,000 more daily circula- 
tion than delivered in metropolitan Chicago by 
other daily newspapers. And on Sundays the Tribune 
delivers in Chicago and suburbs from 370,000 to 
460,000 more than other Chieago Sunday newspapers. 

The Tribune is the only newspaper which has a 
volume of circulation equivalent to majority coverage 
of all metropolitan Chicago families. It has far more 
circulation in every price class and income group in 
Chicago and suburbs than other newspapers. And 
in addition, it reaches hundreds of thousands of 
prime prospects in the adjacent territory. 

As the newspaper of greatest interest to readers 
the Tribune is most effective in building more sales 


for advertisers. The principal source of buying ideas 


64% more advertising in the Tribune 
than they placed in any other Chicago 
newspaper during the first 10 months 
of this year. 

General advertisers, also, testify to the Tribune’s 
greater productivity by giving it a 54% lead in their 
linage during the same period. 

When you can have more, why take less? Half 
measures are unnecessary when you can expand 
your promotional effort in the Tribune and sell more 
volume at less cost per unit sold, 

Tribune rates per 100,000 circulation are among 
the lowest in America. And increasing circulation 
means decreasing milline costs. For more informa- 
tion on how you can increase sales in Chicago at 
lower cost by making the Tribune your basic 
medium, ask for a Tribune representative or consult 


your advertising agency. 


1] Tribune 
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The enactment of the Logan-Wal- 
ter bill by the Senate, following its 
passage by the House last spring, 
means that this important legisla- 
tion, intended to simplify the pro- 
cedures of governmental agencies 
and, in the words of the act, “pro- 
vide for more expeditious settlement 
of disputes with the United States,” 
will soon be before President Roose- 
velt for consideration, 

It has been widely predicted by 
opponents of this legislation, who 
feel that the numerous administra- 
tive agencies, which also exercise 
judicial functions, should be permit- 
ted to continue without any check 
on their procedures, that the bill 
will be vetoed by the President. 
They point to his previous comment, 
shortly after the bill was introduced, 
to the effect that it was intended to 
“hamstring” these important agen- 
cies, many of which are administer- 
ing laws passed by the New Deal 
and meant to achieve its objectives. 

Any one who reads the legislation 
will agree that while the bill makes 
it much easier for a company which 
is defendant in action brought be- 
fore one of the administrative agen- 
cies to defend itself and to prevent 
disastrous rulings from becoming 
effective without due court review, 
the powers which they exercise will 
continue. The only difference prob- 
ably will be that they will undoubt- 


Mexico as a Good Neighbor 


Both political and economical rea- 
sons for closer cooperation with 
Central and South America are rec- 
ognized by Washington and by indi- 
vidual businesses. The good neigh- 
bor policy means working together 
in the interests of the Western 
hemisphere, and that requires de- 
veloping more business, of a two- 
way character, between  Latin- 
America and the United States. 

The official representation of the 
national administration at the in- 
auguration of the new president of 
Mexico will include Henry A. Wal- 
lace, vice-president elect, as well as 
other important officials. This is a 
gesture of good-will which will be 
helpful. And business groups which 
are interested in strengthening com- 
mercial ties with Mexico are doing 
their part to create a more friendly 
feeling between the two republics. 

The Oklahoma City chamber of 
commerce has just completed a good 
will tour to Mexico City in which 
many of the leading business ex- 
ecutives of the community partici- 
pated. Direct personal contact with 


Business Papers, Inc., National Publishers | 


edly become more conservative be- | 
cause of the certainty that extreme 
action will be immediately subject | 
to court review before it is permit- | 
ted to take effect. | 

If President Roosevelt decides to 
approve the measure, his action will 
be hailed as evidence that he is not 
hostile to business, and that he is 
seeking a basis of cooperation 
which has not been in evidence dur- 
ing the earlier part of his adminis- 
tration. And since the national gov- 
ernment is endeavoring to stimulate 
business and industry to maximum 
efforts in the defense program, such 
a move would be of value if consid- 
ered only from the standpoint of its 
psychological effect. 

Of course, a veto by the President 
would not necessarily mean _ the 
death of the bill, because it is en- 
tirely possible that enough votes 
would be found to override the veto 
and enact the measure into law in 
spite of Presidential disapproval. 
From the standpoint both of work- 
ing in harmony with Congress and 
of indicating a desire to give busi- 
ness men some measure of encour- 
agement, President Roosevelt would 
find that his signature on the bill 
would have value. 

At all events, government by bu- 
reaus which make their own rules 
of procedure as they go along seems 
definitely on its way out. 


the people of Mexico has increased 
the friendly feeling which is neces- 
sary to the development of com- 
merce. Oklahoma City, the gate- 
way to the Southwest, had the 
enterprise to undertake what should 
be only the first of a series of simi- 
lar excursions into our neighboring 
republic. 

Much can be done to improve 
friendly relations with Mexico. This 
is not a one-sided affair, of course, 
and the Mexican republic still has 
some important controversies, such 
as that growing out of the expropri- 
ation of American oil properties, to 
dispose of satisfactorily before the 
situation can be regarded as ideal. 
Yet it has been made evident that 
Mexico is anxious to work more 
closely with the United States, and 
that it appreciates the friendly ges- 
tures of our government and our 


business men. 

This is the attitude which must be | 
developed for all of Latin-America 
if Pan-American unity and the good | 
neighbor policy are to be anything | 


more than words. 
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—Progressive Grocer 


"We give a whisk broom with each package of crackers—in case you eat them 


in bed.” 


Ad-libbing 


The Low Down on Columnists 

Writers who haven't yet broken 
into print (and some of those who 
have) are probably the most gull- 
ible group in the world. They will 
fall for any scheme or plan which 
holds out the hope of ultimate pub- 
lication. We think they have been 
taken for a ride again by Barney 
Glazer, editor and columnist of the 
“Twentieth Century News Syndi- 
cate,” if his recent address to the 
Manuscripters Club of Los Angeles 
was correctly reported in the Writ- 
ers’ Journal. 

We don’t want to be unfair to Mr. 
Glazer but we do think he ought to 
realize that what is said in jest by 
a more experienced hand is likely 
to be taken seriously by the neo- 
phyte. And in this case, what he 
said would seem to be of interest to 
publishers and advertisers, too. We 
quote in part from the story carried 
by the Journal on his talk. 

“Today, I have discovered how to 
sell a column. I want no more of 
editors. Instead, my new pals are 
the advertising and newspaper 
shareholders. For example: I ap- 
proach the advertising manager of 
the Hay Company of Shifty Drug 


Stores. I say: ‘Listen, chum, lemme 
have a few words.’ Then we go 
into a huddle. Next day, the ad 


manager goes over to the Examiner 
and says: ‘Mr. (we delete the 
publisher’s name)—, what kind of 
1 measly down - in - the - mouth, 


j}hungry-looking sheet are you put- 


ting out over here without Barney 
Glazer’s column?’ 

“Mr. —— proceeds to inspect his 
books, looks up the Shifty Drug ac- 
count and figures my value in ad- 
vertising income. Then he hires 
me. It doesn’t matter how awful 
my column may be and if you don’t 
think that is the truth, read your 
daily newspaper for further details 
And that’s how column incomes are 


born.” 
Publishers have been maligned 
before and so have advertisers 


They probably can bear up under 
insinuations. Nor 


Mr. Glazer’s 
would any one question the fact 


the most through Mr. Glazer’s re- 
marks are the beginning writers 
who either heard him or read the 
report of his address. If they believe 


him—and most of them will—they 
will find themselves chasing an- 
other of those magic will-o-the- 


wisps, a companion to the dream 
that it doesn’t matter what you 
write if you only know the right 
people, if you live in New York, if 
you have “connections,” if you use 
a special typewriter or have the 
right agent, or (if you’re blonde and 
beautiful) if you can get the editor 
to take you out to lunch. 


Solves the Problem 


Mr. George S. May, chairman of 
the board of trustees of the George 
S. May Business Foundation, Chi- 
cago, which is described as “a non- 
profit, fact finding organization de- 
voted to the interests of private 
enterprise,” has discovered what is 
the matter with advertising copy, 
thus demonstrating how really use- 
ful a fact finding organization can 
be in this troubled world. 

Mr. May told extension workers 
at the University of Illinois what’s 
wrong with the kind of copy you 
and you and you have been turning 
out. Here’s what he said: 

“The average copy of an adver- 
tisement in a magazine or news- 
paper is too long. Pick up any well 
known Magazine and you will note 
that most of the advertisements 
seem to demonstrate how many 
words can be crowded into a small 
space. Many of them appear so 
long that a busy man will not take 
lime to even read them. Obviously, 
if an advertisement is short, con- 
sisting of only a few words or a few 
sentences, it is much more likely to 
be read. I sometimes think that ad- 
vertising agencies try to see how 
many words they can put into an 
advertisement in order to convince 
a client that they really did a 
lot of work on it.” 

But all is not lost. As Mr. George 
S. May, a famous critic of advertis- 


jing copy, puts it: 


“In spite of the faulty use there 


that advertisers sometimes call on|has been made of advertising, it 


publishers for favors. 
of other people. 


So do a lot 
Sometimes they 


has brought the American people 


| luxuries like the people of no other 


get what they want, but we believe | country in the history of the world 
that they rarely hire the column-j|have had and it must be regarded 


ists. 
The ones who will probably lose 


as an absolute necessity in the con- 
duct of modern business.” 


—— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1738. Some Ludlow Typefaces. 

Ludlow Typograph Company has 
issued this specimen book contain. 
ing almost 90 pages of the newest 
Ludlow typefaces. The introduction 
of the book points out the tonic 
effect of fresh, new, up-to-date 
designs and offers a broad selection 
of type for many purposes. 


No. 1739. 26 Objectives for Manu- 
facturers in the Chain Grocery 
Field. 

In this brochure, Chain Store Age 
defines 26 objectives with adver- 
tisements illustrating their applica- 
tion, as an aid to manufacturers 
and agencies interested in the chain 
grocery market. The book also con- 
tains figures on the number of stores 
and sales volume, as well as infor- 
mation about Chain Store Age’s 
coverage of the field. 


No. 1740. 
Built. 


W. B. Conkey Company has issued 
this new brochure which amounts 
to a trip through its plant. Photo- 
graphs—close-up and long-shot—of 
composing room, foundry, press- 
room, bindery and other scenes 
illustrate the story of Conkey-made 
books and pamphlets. 


Where Better Books Are 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter months. 


No. 1722. Why Should I? 


“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appeal 
and reader response are discussed, 
and information is provided con- 
cerning the number of readers, 
where they are, and their buying 
ability. Rate and circulation data 
are included, as well as some ad- 
vertisers’ success stories. 


No. 1725. The Tri-Cities—a Pre- 
paredness Market. 


The Davenport - Moline - Rock 
Island market is mapped and an- 
alyzed in this new folder issued by 
the Rock Island-Moline Argus and 
Dispatch. It brings out the current 
activity of the area, due to the huge 
defense program at the Rock Island 
Arsenal, with consequent increase 
of employes, payrolls and building 


No. 1708. Semi-Annual Report. 

In this bulletin, which is ad- 
dressed to its advertisers and the! 
agencies, The United States News 
reports on its progress. The bulle- 
tin enumerates the extra benefits t 
subscribers through the  publica- 
tion’s change to magazine format 
January 1, and reveals the added 
interest shown by increased circu- 
lation and newsstand sales. 


No. 1687. A Farm & Ranch Study. 
In this booklet Farm & Ranch 
dissects advertising and selling ' 
the Southwest market in towns of 
less than 20,000 under the engaging 
title of “The Traveling Salesman 
and the Farmer’s Daughter.” I 
points up to the importance of farm 
advertising and Farm & Ranch. 
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story 
jum- 
f the . m ‘ 
nths. What does rural America buy? How does it rate each brand? 
What size or style do rural people choose? How much do they 
sitor 
~ buy per year and when? Where do they buy it, and are their 
rea- . ° 
ypeal habits changing? 
ssed, 
con- 
= For the first time, these and other vitally important questions 
yi 
data . . . . . 
a are being answered on a nation-wide scale against which you 
can accurately measure the performance of your own prod- 
Pre- 
- ucts. In thousands of farm homes of every size, type and 
oc 
Pvt economic level, people are candidly putting on paper every 
; and . . . . 
rent penny they spend, confessing brand names, sizes, quantities 
huge 
non and sources of their purchases. Without in any way identify- 
aa y wa ; 
Iding 4 . . 
ing ourselves, we are collecting and tabulating the day-by-day 
rt. 
ad- sales story of virtually every type of product sold in America. 
their 
News 
oe We can also show you how urban and country families com- 
b ca- . . 4 
mat § Pare on various items—and the facts may surprise you. 
a ided 
irc J Everything is broken down by income groups. See it. Study it. 
siudy. | Build your 1941 plans around these facts. They’re hot off the 
Ranch . a. . 
ng in | Press—and yours for the asking. Simply phone or write 
ns of 
aging your nearest FARM JOURNAL office and we'll send them over. 
Psa 
” It 


Parts of this Continuing 
Study Now Available 


We can now show you a complete 
tabulation of buying in a typical 
trade area, comparing farm and 
rural purchasts with those of town 
and city. 


We can also show you complete in- 
ventories of farm homes through- 
eut the United States. 


We have ready complete  break- 
downs of annual food buying, in 
these homes, of automotive pur- 
chases, of baby-product spending, 
and of household equipment buy- 
ing. Five other classifications are 
being completed. 


We will soon be able to give you a 
continuing record of day-to-day 
purchases, by brands, 
in these and 
other fields. 


many 


Graham Patterson, Publisher 
WASHINGTON SQUARE, PHILADELPHIA 


NEW YORK, 420 Lexington Avenue 
CHICAGO, 180 N. Michigan Avenue 


“| ALL OF THE FACTS ABOUT A MAJOR MARKET 


Why FARM JOURNAL 
undertakes this Huge Task 


Farm Journal’s Cross Country In- 
ventory and Continuing Study of 
Farm Purchases is the most exhaus- 
tive buying habit study ever made. 
It will prove unmistakably the enor- 
mous farm and rural market which 
exists for all types of products, It 
will help advertisers and agencies fit 
their selling plans into the huge 


market which is rural America. 


As the nation’s largest and most in- 
fluential rural magazine, it is alto- 
gether logical that FARM JOURNAL 
should be the first publication to 
undertake a study of this size and 

significance. It is a 


service we are glad 


FARM | to perform, 
JOURNAL 


FarnerS i743 
+7 = ’ 3 


, a 
g8e 


DETROIT, General Motors Building 


W. F. Coleman, SEATTLE, SAN FRANCISCO, LOS ANCELES 


America’s LARGEST Rural Magazine ... America’s GREATEST Rural Force 
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Logan- Walter Bill 


Wins Senate 0. K. 
in Surprise Move 


Ultimate Fate Still i 


Doubt; Presidential Veto, sideration of the bill, 


Possible 


j}and unreasonable rules and regula- | 


n| interest in the measure disappeared | 


| 


‘troduced, and still do, much of their |come out of conference shortly. 


interest of national defense. | United States, and for other purposes. 
Be it enacted by the Senate and 
Before the bill can be presented | |Huuse of Representatives of the United 
to the President for his approval Or | States of America in Congress as- 
veto, it must go to a conference | sembied, 
|committee of the House and Senate | 
|to iron out differences between the |)... the 
two versions. These differences are| (1) “Administrative rules” include 
not of major importance, and as a rules, regulations, orders, and amend- 


. : ‘ |ments thereto of general application is- 
| consequence the bil: is expected to | |sued by officers in the executive branch 
of the United States Government inter- 
|}preting the terms of statutes they are 
respectively charged with administer- 


these agencies, requires inter- 
agency consultations, and provides 
other safeguards against capricious 


DEFINITIONS 
As used in this Act, un- 
context otherwise requires— 


tions. SecTION 1. 


FTC Eliminated 


While advertisers strongly favored 
the legislation when originally in- 


|when the House, early in its con- | | sae 
adopted | Text of Bill | (2) “Administrative officers’ mean 
| amendments specifically exempting |officers and employees in the execu- 
‘the Federal Trade Commission and | tive branch, except the President of the 


. ba “et is United States. 
the Anti-Trust Division of the De The complete text of the Logan- (3) “Agency” 


means any depart- 


Jas j 5 : a a , — ar > Ss ice i s O- 2 ° . . : — » aste is » ad. 
W ishington, b.. C.. Nov. 2 | partment of Justice from its pr Walter bill, shown in the form in |™«™t indepe nd¢ nt _est iblishment, ad 
Lightning -like passage of the/|visions. The version passed by the which it passed the House, is as ministration, corporation, hed | 
Logan-Walter bill by the Senate |Senate includes these exemptions, | ¢0)),\..<. ; . a ome Mh ay yr nears agg Bg = 
Monday, contrary to general ex-/and also gives broad general e€x-| Ayn Ac to provide for the more ex- | chief officer as the immediate head 


pectation of long drawn out debate | 


on the measure, marked the first 
real break in the record set up by 
the third session of the 76th Con- 
gress of not having enacted a single 
measure of first-rate 
from the advertising or merchandis- 
ing standpoint. 

Aside from the Logan-Walter bill, 
designed to place additional judicial 
safeguards around the actions of 
administrative agencies, the only 
other measure passed by this session 
of Congress which has stirred real 
interest in merchandising circles is 
the Wool Labeling bill, which makes 
a strong label differentiation be- 
tween virgin and reworked wool, 
and which many visualize as the 
opening wedge in a fight to force 
drastic fabric identification upon the 

ntire textile field. 

The bill that has created most 
interest in advertising circles during 
this session—and during previous 
sessions—is the Patman anti-chain 
store tax bill, which apparently re- 
mains as unlikely to emerge from 
its present pigeon-hole as ever. 
Undoubtedly, however, it will re- 
appear upon the House calendar 
either in its present or a revised 
form shortly after the first session 
of the 77th Congress convenes in 
1941. 

Kill Alcohol Bills 


The ubiquitous anti-lynching bill 
effectively squelched the proposal 
of Senator Johnson of Colorado to 
bar all alcoholic beverages 
ing from the radio, when Senator 
Clark of Missouri presented it as an 
amendment to the Johnson bill. 
Similar legislation introduced by 
Senators Capper and Sheppard was 
not considered. 

The Logan-Walter bill passed the 
House by an overwhelming ma- 
jority in April, but had languished 
since then in the Senate, where as 
late as last week its proponents saw 
little hope for its early passage. 
Action on the bill had been delayed 
because of administrative opposi- 
tion, and its fate even now remains 
dubious, since apparently equal 
numbers feel that the President will 
or will not veto it, and its ultimate 


importance | 


advertis- | 


passage over a Presidential veto is | 


not considered probable. 

In addition to providing for 
greater judicial control over the 
acts of federal administrative and 
quasi-judicial agencies, the bill sets 
up definite rules of procedure for 


Favored by 


ADVERTISERS 


because it’s a 


FAVORITE 


with listeners! 


emption to all moves made in the | peditious settlement of disputes with the | thereof. 


(4) “Independent agency” mear 
any board, commission, authority, cor 
poration, or other subdivision of th: 
executive branch of the United Stats 
Government with two or more officers at 
the head thereof as board, commission, 
or other members. 

(5) “Circuit court of appeals 
means the United States Circuit Court 
of Appeals and the United States Court 
of Appeals for the District of Columbi 

(6) “Days” means calendar day 
exclusive of Sundays and  natior 
holidays. 

(7) “Person” includes 
|corporations, partnerships, 
ganizations. 

(8) “Decision” means any 
tive or negative decision, order, or A. 
in specific controversies which dete; 


individuals, 
or other or- 


affirma- 


mines the issue therein involved. 

(9) “Controversy” means any d 
pute or disagreement concerning any 
le laim, right, or obligation for or against 
the United States and any refusal to 
| grant any license, permit, or other 
| privilege. 


TAKE 
FARM BUILDING VALUATION 
FOR INSTANCE... 


J ONE-THIRD srs: mug 


LIVE IN THE “HEART 


(aR 


TWO-THIRDS 


THEY MUST DIVIDE 47%...THE REMAINDER 


OF FARM BUILDING VALUATION 


23441 (~ 
Actually, “Heart” farmers are worth more than 2 for 1 


THEY ENJOY 53% 
OF THE NATION’S FARM 
BUILDING VALUATION 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 


2344) ~ 


ALL FARMERS ARE NOT ALIKE. Take 
“Heart” farmers! They own so much more, 
earn so much more, spend so much more than 
Mr. Average Farmer, U.S. A. that you can’t 
put them into a circulation-corral and label 
them “just farmers.” So just remember they 


are “Heart” farmers... worth two for one... 
when you’re weighing that advertising dollar! 


And Successful Farming is their book! It fits 
the needs of the farm-families who have made 
the Upper Mississippi Valley the richest farm 
region in the world. That’s 
your book, too! Here is not just circulation 
but selective and effective circulation . . . the 
top-half farmers at the lowest rate per page 
of any magazine in the farm field! 


Meredith Publishing Co., Des Moines, Iowa. 
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IMPLEMENTING ADMINISTRATIVE| (c) Any person substantially inter-|for any act done or omitted to be done COPY FOR THREE ae Caen oe Se ey een: Sees 
RULES ested in the effects of an administrative |in good faith in conformity with a rule be pending judicial review thereof as 
Sec. 2. (a) Hereafter administra- | rule in force on the date of the approval | which has been rescinded or declared hereinafter provided 
tive rules and all amendments or modi- |of this Act and which has not been in/invalid by any final judgment entered (c) The chairman of any board, 
ations or supplements of existing | force for a period of three years or more |as hereinafter provided, unless the act SEMSATIOMAL MEW SERVICE TRIS WINTER 10 upon request of any party to the pro- 
rules implementing or filling in the de- | may petition the head of the agency or | was done or omitted to be done more ceedings, shall require by subpena the 
tails of any statute affecting the rights |the independent agency which adminis-|than thirty days after the publication attendance and testimony of witnesses 
f persons or property shall be issued {ters any statute under which the rule | in the Federal Register of the decision and the production of documents and 
by the head of the agency and by each | was issued for a reconsideration of any | or final judicial determination of the all other objects before said board with- 
ndependent agency respectively charged | such rule; and the head of such agency | invalidity of such rule out other showing than required by the 
vith the administration of any statute or the independent agency after | JUDICIAL REVIEW OF RULES rules in United States district courts 
only after publication of notice and | publication of notice and hear- Sec. 3 In addition to the jurisdic- for the issuance of subpenas by such 
public hearings. All such rules shall be |ing, if requested within ten days there-|tion heretofore conferred upon the courts Any Witness subpenaed = or 
published in the Federal Register with- | after, determine whether such rule shall | United States Court of Appeals for the whose deposition is taken shall receive 
n ten days after the date of their ap- | be continued in force, modified, or re-| District of Columbia, that court shall the same fees and mileage as witnesses 
proval by the head of the agency or |scinded. All amendments of such rules |have jurisdiction, upon petition filed in courts of the United States, to be 
the independent agency concerned, and | shall be in accordance with proce- | within thirty days from the date any paid by the party at whose instance the 
shall not become effective until such | dure provided in subsection of this | administrative rule is published in the witness appears or deposition is taken, 
publication, except when the President | section and all action of head of | Federal Register, to hear and deter- In the event of disobedience of a sub- 
declares that a public emergency exists. | such agency or the independent agency | mine whether any such rule issued or pena issued as herein provided, the 
(b) Administrative rules under all|on_ such petitions and new or /continued in force in accordance with A chairman, or any party to the proceed- 
statutes hereafter enacted shall be is- | amended rules shall be published in the | section 2 of this Act is. in conflict with =—S ings, may apply to any district court of 
sued as herein provided within one year | Federal Register prescribed in said |the Constitution of the United States a - == the United States of the jurisdiction in 
ifter the date of the enactment of the | subsection (a) for the publication of |or the statute under which issued. No : Sema — ne which the witness may be found for an 
tatute subject to the adoption there- | rules, rule shall be held invalid except for ‘= Ee order requiring his attendance and tes- 
ifter of further rules from time to} (d) No person shall be penalized or | violation of the Constitution or for con- . ses timony and the production of all docu- 
time as provided in this Act. | subjected to any forfeiture or prosecuted | flict with a statute or for lack of au- |) sugges ay ments and objects described in the 
= 3S. subpena., The chairman of the board 
shall be authorized to administer oaths 
to witnesses and there shall be a right 
Three railroads, the C & E |, Illinois |of examination and = cross-examination 
Central, and Pennsylvania, placed this |! Wittesses 
edvertieoment featuring new ell-coach (ad) When the matter in controversy 
2 . f Chinen te Gadds en. is such that the delay incident to the 
Mae aoe trains trom . | hearing and decision of the case would 
. ee operatively. create an emergency contrary to the 
<u A: “ public interest and there is administra- 
thority conferred upon the agency is (Continued on Next Page) 
suing it by the statute or statutes pur 
suant to which it was issued or for fail 
ure to comply with section 2 of this 
Act. A copy of the petition, and copies 
fof all subsequent pleadings shall be 
served upon the Attorney General of 
the United States, who shall direct the 
defense of the rule The court may re- SUBSCRIBED TO 
fer such petition and any reply thereto 
|} for the taking of such evidence as shall 
be material and relevant thereto The BOUGHT BY 
court shall give preference to such = pe- 
titions and shall have no power in the 


‘a 


* 


FARM 


y 


SUCCESSFUL 
ING 


proceedings except to render a declara- 
tory judgment holding rule legal 
and valid or holding it contrary to law 
and invalid If the rule is held con 
trary to law and invalid, the rule there 
after shall not have any foree or effect 
except to confer immunity as provided 
tion 2 of th Act Nothing con 
tained in this section shall prevent the 
determination of the validity or invalid- 
ity of any rule which may be Involved 
in any suit or review of an adminis 
trative decision or order tn any court 
of the United States as now or here- 
after authorized by 
STATUTORY APP 
THORITY FOR ADMINISTRATIVE 
BOARDS ANT PRESCRIBING THEIR 
PROCKHEDURE 

Sec. 4 (a) Kvery head 
shall from time to time de 
employees of his agency for such intra 
agency boards (Cineluding the fleld serv 
such ageney) as may be neces 
sary and desirable Where there are 
intra-agency boards existing on the date 
of approval of thi Act, they shall be 
tablished and function tn accordance 
with this Act Wherever practicable, 


such 


in se« 


law 


ROVAL AND AU 


of an agency 


ignate three 


ice of 


ree: 


such boards shall be designated in vari- 
ous sections of the United States to 
hear any controversy which may have 
lthere arisen At least one employee 
designated for each such board shall 
be a lawyer, who shall act as chairman 
of the board When the members of 
lany board are not engaged in the hear 
ing of administrative appeals as here 
jinafter provided, such employees shall 
be assigned to other duties in the serv 
ice of the agency concerned No mem 
ber of a board who has participated in 


}a particular case or in the preparation, 
draft, or approval of any rule which 
may be involved, shall sit in appeal of 
the case or application of the rule 

(b) When any person is aggrieved 
by a decision of any officer or employee 
of any agency, such person may notify 
the head of the agency in writing of 


objections thereto, specifically requesting 


be subject to the written approval, dis 


approval, or modification of the head of 
the agency concerned or of such person 
as he shall designate in writing to act 
for him. A copy of the findings of fact 
and decision, showing the action if any, 
of the head of the agency concerned or 
his representative, shall be filed in the 
agency as a part of the written record 
in the case and a copy shall be mailed 
to the aggrieved person and to the in- 
tervenors, if any. The United States 
shall take such action as may now or 
| hereafter be provided by law to enforce 


that the controversy be referred to a 
| board, constituted as hereinbefore pro- 
| vided, for hearing and determination 
Such notice shall be given not more 
than twenty days after the date of re- 
ceipt of a registered letter notifying 
him of the decision, act, or failure to 
act Such written objections shall be 
referred promptly to an intra-agency 
board for the agency concerned At a 
jtime and place to be designated and 
communicated to the aggrieved person, 
he shall have an opportunity at an early 
day for a full and fair hearing before 
aid board, at which time there shall be 
introduced into the record the testimony 
and any documents or objects relating 
to the appeal before said board Any 
person having a substantial interest in 
the controversy shall have the right to 
intervene therein A stenographer shall 
tne assigned to the hearings before the 
board to take and transcribe the testi 
mony All testimony, other evidence 
and all proceedings before the board 
shall be reduced to a written record and 
filed in the agency concerned and a 
copy thereof shall be furnished to the 
aggrieved person upon his written re 
quest therefor at a charge not exceed 
ing the actual cost thereof Within 
thirty days after the day the evidence 
and arguments are closed, the board 
shall make written findings of facts and | 
eparate decision thereon, which shall 
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(Continued from Page 15) ing shall be before the members of the | denied or the order made on such re-j|the findings of fact are clearly er- |ing service in connection with the pur- 
independent agency, if it has not less|hearing if a rehearing shall be had. | roneous; or (2) that the findings of fact chase or sale of agricultural products. 
tive action or inaction, prior to or with- |than three members, or before any |The petition shall state the alleged er-|are not supported by substantial evi- or has failed to receive appointment o; 
out such hearing and determination, re- |three of such members. If the inde-|rors in the decision of the agency or|dence; or (3) that the decision is not |employment by any agency or inde- 
sulting in the destruction of the prop-|pendent agency has less than three | independent agency concerned. The At-| supported by the findings of fact; or |pendent agency. Sections 2 and 3 of 
erty or damage to the aggrieved per-|members, an intra-agency board shall |torney General of the United States and | (4) that the decision was issued with- | this Act shall not apply to the Gen 
son involved in such controversy, the |be constituted in the manner provided |the agency or independent agency shall |out due notice and a reasonable oppor- |eral Accounting Office. No right of re- 
findings of fact and decision when |jn subsection (a) of this section, upon|each be served with a copy of the pe-/tunity having been afforded the ag-j|view hereunder shall be exercised dur 
made by the board shall state the | which the member or members of such |tition and it shall be the duty of the| grieved party for a full and fair hear-|ing the construction of any publi 
amount of pecuniary damage suffered | ap; ney may serve at his or their elec- | Attorney General of the United States|ing; or (5) that the decision is beyond | building or public works project as t 
by the aggrieved person and upon 4ap- | tion |to cause appearance to be entered on|the jurisdiction of the agency or inde- |any decision, ruling or order made with 
proval thereof by the head of the agency (f) No hearing shall be permitted | behalf of the United States within thirty | pendent agency, as the case may be; |reference to the prosecution of th: 
concerned, the amount of damages 80 |pbefore any agency or independent | days after the date of receipt by himj|or (6) that the decision infringes the | work. 
approved, if acceptable to the aggrieved | agency seeking affirmative relief against |of a copy of the petition and it shall|Constitution or statutes of the ies! (Additions to this list of exceptions 
: person, shall be certified to the Con-|the United States concerning any con-|be the duty of the agency or independ-| States; or (7) that the decision is| Written in by the Senate include al! 
gress for an appropriation with which |troversy which arose more than one/ent agency, as the case may be, within | otherwise contrary to law. Defense agencies and the AAA.) 
to pay the same year prior to the date on which there | thirty days or such longer time as the (b) The judgments of the circuit | (c) Members in good standing of th: 
(This entire paragraph, Sec. 4 (4), | was filed with such agency or independ-|court may by order direct, after re-|courts of appeals shall be final, except | bar of the United States Supreme Court 
was eliminated in the Senate version.) |ent agency a written request for such | ceipt of a copy of the petition to cause |that they shall be subject to review by |any Circuit Court of Appeals, or an) 
(e) Where any matter arises out of |hearing as provided in this section |} to be prepared and filed with the clerk |the Supreme Court of the United States | district court of the United States, sha} 
the activities of any independent | JUDICIAL REVIEW OF DECISIONS | of such court the original or a full and, upon writ of certiorari or certification | without further requirement, be eligib}, 
agency, it may be provided by rule lor ORDERS OF ADMINISTRATIVE | accurate transcript of the entire record |as provided in sections 239 and 240 of |to represent clients and practice befor: 
that such matter may be heard in the | AGENCIES |in such proceeding before such agency |the Judicial Code, as amended (U.S. C.,|any agency or independent agency 
first instance by one of its trial exam- | Sec. 5. (a) Any party to a proceed-|or independent agency. The court may |title 28, secs. 346 and 347). defined in this Act. 
iners, who shall file with the independ-|ing before any agency or independent jaffirm or set aside the decision or may (c) Where the cause of action is 
ent agency the written record and his |agency as provided in section 4 of this | direct the agency or independent agency | otherwise within the jurisdiction of the 
written findings of fact and separate |Act who may be aggrieved by the final | concerned to modify its decision. Any |United States Court of Claims as pro- Dodge Bros. Studies 
decision, which shall be made in all |decision or order of any agency, or in- | case may be remanded for such further | vided in section 136 to 187, inclusive, 
instances, whether by the examiner or | dependent agency, as the case may be,|evidence as in the discretion of of the Judicial Code, as amended Truck Market 
the independent agency, after reason-/| within thirty days after the date of | court may be required but no objection|(U. S. C., title 28, secs. 241 to 293, in- . ‘ ws 
able public notice and a full and fair |receipt of a copy thereof, may at his|not urged before the agency or inde-|clusive), the petition provided in this With expansion of the truck mar- 
hearing as hereinbefore in this section |election file a written petition (1) with | pendent agency, as the case may be,|section may be to the said Court of ket throughout the United States, 
provided. A copy or copies thereof |the clerk of the United States Court of | shall be considered by the court unless|Claims at the election of the aggrieved factory Officials: of Dodge Bros. are 
shall be sent by registered mail to the | Appeals for the District of Columbia; | the failure or neglect to urge such ob- | party. conducting a widespread and inten- 
aggrieved party. The independent |or (2) with the clerk of the circuit | jection shall be excused by the court (ad) Where a circuit court of ap-|sive first-hand truck market study. 
agency shall enter at the expiration of court of appeals: within whose juris- | for good cause shown. To facilitate the peals or the Court of Claims finds it- | Local conditions affecting the sale 
thirty days such appropriate decision |diction such aggrieved party resides or | hearing of such appeals and avoid delay | self in disagreement with a previously : 
’ a ped ~ebee ; of new and used trucks are being 
as may be proper unless within said |maintains his principal place of busi-|in the hearing of other matters before |rendered decision of another court analyzed at dealer meeti in key 
la thirty days the aggrieved party shall |ness or in which the controversy arose, |the court, such court may constitute |having jurisdiction under this section, |°..° y e ngs in ey 
signify his written consent to the entry | for review of the decision. Before fil-| special sessions thereof to consist of | jit shall certify to the Supreme Court of cities. By the end of November, 
of the decision or shall file by regis-|ing a petition such party may within |any three judges competent in law to/the United States a distinct and definite 16 such meetings will have been 


tered mail with the independent agency |ten days make a motion to the agency 
his written objections to the findings of 


or independent agency concerned for a 
fact and decision of the examiner, in | rehearing, tendering a statement of any 
which event the independent agency |further showing to be made thereon 
shall not enter its decision without first | which shall constitute a part of the 
according a public hearing upon reason- |record, and the time for appeal shall 
able notice to such party. Such hear-|run from the order on such motion if 


|sit as judges of a circuit court of ap- 
|peals, which special sessions may be 
|held concurrently with the regular ses- 
|sions of said court. Any decision of 
any agency or independent agency shall 
bs set aside if it is made to appear to 
the satisfaction of the court (1) that 


N 1934 eastern towns and cities 
were suddenly enveloped by 
big, black ominous clouds. 


- Here was something that had 
never happened before. It was 
N-E-W-S. Reporters pounded out 
reams of copy headlined Clouds of 
Doom. Magazine writers stuffed 
night shirts into traveling bags, and 
hopped west-bound trains. They 
sent back photos of half-buried 
fences and vivid 10,000 word articles 
on The New American Desert. 


cropping .. 
grass land 


That's the way the story of the The ideas 


dust storms... and wind erosion 
which caused them .. . broke for 
the American public. 


Long before newspaper editors 
and magazine writers began to de- 
plore the situation Capper’s Farmer 
Field Men were searching for prac- 
tical methods of curbing wind 
erosion. 


cover every 


From this Objective Journalistic 
work among practical farmers in 
the heart of the ‘dust bowl” came 


Market. 


¥ TOPEKA, KANSAS 


Journalistic Scoop on 


Clouds of Doom 


new machines, new methods: 


The Peacock and Fort Hayes Dam- 
ming Listers which pockmarked soil 
to catch rainfall... the Plains Land 
Management System ... a safe, 
sure method of growing wheat 
where moisture is deficient—strip 


. contour furrowing of 


... Teseeding of culti- 
vated land to grass... diversified 
farming with wheat alone .. . sor- 
ghums adapted to dry country... 
and pump irrigation. 


have taken hold. Other 


agencies are paying attention. And 
. . . how many dust storms have 
you seen lately? 


This Objective Journalism on bet- 
ter-farming explains why Capper’s 
Farmer is read by 1,200,000 farm 
families thoughtfully from cover to 


month. And it explains 


why Capper’s Farmer advertising 
columns give you such efficient and 
economical control of the great Mid- 
dle Western, 


Farm-Dominated Mass 


FARMER 


4 
7 


In these 13 the 
richest half of the Farm- 
Dominated Mass-Market, 
Capper’s Farmer is read 
in one out of every three 
homes. 


States 


statement of the question or proposition 
of law upon which such disagreement 
rests, with a statement of the nature 
of the cause and of the facts on wich 


such question or proposition of law 
arises, together with a statement of the 
reasons in support of such disagree- 
ment. Such further proceedings shall 
be as provided in section 239 of the 
Judicial Code, as amended (U. S. C., 
title 28, sec. 346). 


JURISDICTION OF COURTS TO IM- 
POSE DAMAGES WHERE APPEAL 
WAS FOR DELAY AND FOR COSTS 


Sec. 6. The courts shall have juris- 
diction and power to impose damages 
in any case where the decision of the 
agency or independent agency is 
affirmed and the court finds that there 
was no substantial basis for the peti- 
tion for review. In all cases the costs 


on review shall be allowed the prevail- 
ing party after final judgment, to be 
collected according to law. 

EXCEPTIONS AND RESERVATIONS 

Sec. 7. (a) Nothing contained in this 
Act shall operate to modify or repeal 
any rights or procedure now pro- 
vided by law for any person to have 
his controversy with the United States 
heard and determined in any district 
court or circuit court of appeals of the 
United States. 

(b) Nothing contained in this Act 
shall apply to or affect any matter con- 
cerning or relating to the conduct of 
the military or naval establishment; 
the conduct of the Federal Reserve 
Board, the Office of the Comptroller of 
the Currency, the Federal Deposit In- 
surance Corporation, Railroad Retire- 
ment Board, National Mediation Board, 
National tailroad Adjustment Board, 
the Interstate Commerce Commission, 
all Federal lending agencies, the Fed- 
eral Trade Commission; the conduct of 
the Department of State; the conduct 
of the Department of Justice and the 
offices of the United States attorneys, 
except as otherwise herein specifically 
provided; or any matter concerning or 
relating to the internal revenue, cus- 
toms, patent, trade-mark, copyright, or 
longshoremen and harbor workers’ 
laws; or any case where the aggrieved 
party may be dissatisfied with a grad- 


as 


held throughout the country. 
During these sessions emphasis is 
placed on the fact that today 20 out 
of every 100 motor vehicles sold in 
this country are trucks. This com- 
pares with a ratio of six out of 
every 100 in 1917. Also stressed is 
the fact that annual sales of motor 
trucks now exceed 500,000, with 
possibilities of reaching 1,000,000. 


Uruguay Account to J-W-T 


Molinos Podesta, Uruguay, manu- 
facturer of flour and noodles, has 
named the Buenos Aires office of J. 
Walter Thompson Company to direct 
its account. The agency appoint- 
ment is the first in the company’s 
86 years of existence. 


Yeomans to Garrison 


Yeomans Brothers Company, Chi- 
cago, maker of industrial and sani- 
tary pumping and air compressing 
equipment, has appointed W. W. 
Garrison & Co., Chicago, to handle 
its technical and national advertis- 
ing. 


Hapke to Bell Aircratt 


Albert T. Hapke, formerly of the 
Chicago office of Collier’s, has been 
appointed publicity and advertising 
manager of the Bell Aircraft Cor- 
poration, Buffalo. 


SEE OFFER 
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ackout” almos 


Typical consumer copy of English com- 

pany, which recently bought trade paper 

space to explain why its promotion is 
continuing. 


‘Why Advertise?” 
English Company 


Provides Answer 


Explains Why Copy 
Continues Despite Re-| 
strictions of Total War) 


London, Nov. 12.—While a minor 
segment of American business seems 
to be thinking in terms of discon- 
tinuing its advertising and promo- 
tion because “it has all the business | 
it can handle,” and while others 
seem to be worrying about what to 
do about advertising in the event 
the present emergency becomes | 
even more severe, the English ad- | 
vertising fraternity is digesting the | 
words of a true believer in adver- | 
tising which may point a moral for | 
American hesitators. | 

Thomas French and Sons, Ltd 
maker of drapery materials and 
supplies, recently announced and | 
started a national advertising and 
promotional campaign, whereupon | 
the company was subjected to a 
considerable amount of criticism in | 
some quarters. 

Undaunted by the criticism and | 
sure of its ground, French answered | 
critics in full pages in the trade | 
press, stressing a three-fold reason 
for continuing its promotion —a 
three-fold reason which no doubt 
with redoubled force, on 
the other side of the Atlantic. 


Why Advertise? 


+9 | 
| 


applies, 


“In a very restricted way,” the 
trade copy said, “we are keeping 
our Rufflette curtain tape, hooks 
and rings, and curtain rail before 
the attention of the public. Our 
small notices giving the black-out 
time are appearing daily in national 


| 
Se 


ENGRAVING COMPANY 


vey (uae 


Sterling Quality Photo-Engraving 
in Color Process, Black and White 
Ben Day, Line...Wet Proofing on Four 
Claybourn Automatic 4 Color Proof. 
ing Presses...Day and Night Service 
304 E. 45th Street, New York,NY. | 
Telephones: MUrray Hill 4-0715 to 0726 


| newspapers. You will also find a 
‘brief series of our advertisements 
|in the leading women’s papers. With 
| other manufacturers, we are strictly 
limited as to supplies and have 
major commitments of national im- 
portance. Why, then, advertise? 
Why not leave it to the demand to 
absorb the restricted output? 


planned to change this autumn from 
some other method to curtains. 

“We decided, having this informa- 
tion, that it would be in the interest 
of national defense to use advertis- 
ing space to give these homes the 
information they might need on the 
curtain method of blacking out. In 
this we have been influenced by the 


of the national defense. We adver-| Thus does Thomas French and 
tise in order that, after the war,!Sons explain its reasons for con- 
Rufflette will still be to the fore as|tinued advertising. But the com- 
a good line for you to sell as it will| pany goes even farther along the 
be for us to produce. | promotional road. In addition to its 

(3) In our past advertising, we | own copy in six national home jour- 
have always endeavored to help the | nals, and its daily messages in the 
soft furnishings trade, which car-|national press, Thomas French is 
ries our product. We have devised | also urging its dealers to continue 


“Here is our three-fold reason, | Board of Trade, which has excluded | 


which we think it only fair that we | black-out materials from the full 
should make public: scope of rationing. 

“(1) At substantial expense ome} “(2) In past years we have 
ing the summer, we called upon|invested a good deal of money in 
2,500 families to find out what they | telling the public about Rufflette 
were doing about black-out, and |curtain tape, hooks and rings and | 
what they thought about it. Wej|curtain rail and in protecting the 
found that by far the most popular |trade’s goodwill in Rufflette. We 
and effective black-out method was |advertise now to protect that in- 
that employing curtains. We found vestment. We advertise now be- 
that many more thousands of homes |cause Rufflette is an essential part 


our advertising to help you sell cur- 
tain materials and to induce your 
customers to have them made up in 
your workroom. You, in turn, have 
given us splendid support. 
vertise now because you still have 
materials to sell and a workroom 
service to maintain. We would 
deem it ungenerous, to say the least, 


|}were we to withdraw this support 
time, and particularly in | 


at any 
these difficult times.” 


We ad-| 


| their advertising, agreeing to main- 
tain its policy of paying half the 
cost of newspaper and slide adver- 
tising at theaters. 

Other dealer aids which are still 
being made available include work- 
room tabs bearing the dealer’s 
name, counter cabinets and show- 
| cards on which local black-out times 
can be indicated. 

Winter Thomas handles the ad- 
| vertising. 
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Sixty thousand guardsmen were ordered into camps on 
September 16th. Seventy-two thousand more were mus- 
tered into active duty by November 25th. And, as shown by 
the above map, the bulk of the movement is to the South. 

Oklahoma lies in the gateway to these troop concen- 
tration points. It is one of two important meat packing 
centers in the South. It marketed last year $90,000,000 
worth of livestock and livestock products. This year it is 
feeding and finishing more cattle than ever before. Each 
year it produces more No. 1 quality hard winter wheat than 
any other state. This year its production is eight million 
bushels above the ten-year average. 

And while the trend is toward motorization, the army 
still marches on its stomach. Meat and bread still furnish 
the fuel to keep the armed forces on the advance. 

Oklahoma City is most strategically located, most eco- 
nomically equipped to serve as the army’s mess tent. It will 
be called upon to do so. As a result of its basic stability it 
will offer a market that advertisers cannot afford to overlook 
during the next twelve months. 
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Markets in These Days of “Defense Orders”? 


THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE Express * WKY, OKLAHOMA CiTy * KVOR, CoLorapo 
Sprincs * KLZ, DENVER (Under Affiliated Mgmt.) * RePRESENTED BY THE KATZ AGENCY, INC. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Bad Hotel 


To the Editor: Advertising men 
may be interested in this sign 
observed by the writer during a} 
recent photographic tour of Java. 

At first glance, the sign seems to} 
be making an unorthodox appeal to 
passersby. Its whole complexion 
changes, however, when one learns | 
that the hotel is located at Garoet | 
in Java, that the word “Bad” as | 
here used is Dutch for “bath” and | 
that the hotel proprietor is Chinese, | 
not very familiar with the English 
language, and picked the name | 
“Sonny Boy” for his hotel at ran- | 
dom, probably because he had seen 
the words in large type on a movie 
poster somewhere in Java. The| 
word “bath” as here used means 
that the hotel has a swimming pool. 

WENDELL MACRAE, 
New York. 
7, VF F 


Adman Thinks Admen 
Fumbled Political Ball 


To the Editor: Far be it from 
little me to take issue with such 
advertising giants as Hill Blackett, | 
Stanley Resor, Roy Durstine, et al, 
but if their sponsorship of Republi- 
can campaign advertising 
stated, then in my opinion 


is as 
they | 


STwe British Armed D8 OS SPSS eet 
laers byt - 


ues, Inc ° odes 
Apemnered by Sachemet (omemtites OF teteeredem: Venere Far Boner ot cad Patines 


most assuredly have something to 
defend. 

Without doubt political advertis- | 
ing appearing this year in New| 
York was much improved profes- | 
sionally, in appearance and content. 
However, the Republican advertis- 
ing in particular most certainly vio- 
lated cardinal advertising prin- | 
ciples—that is, if I am correct in 
assuming that successful advertising | 


= | was pretty well defined long in ad- 
|vance by all 


_portion of the existing New Deal | 


Letters are welcome. 


IT DOESN'T MEAN QUITE WHAT IT SAYS 


What appears to the untutored to be an unusually frank advertisement turns out 
to be merely an explanatory sign. 


is primarily predicated on these|pressed the arguments and used 

two important factors—first, identi- ‘the technique that would have con- 

fying the correct market and, sec-|vinced the writer. 

ond, creating an appeal that will | Shame! Shame! 

make that particular market react.| were never sold that way. 
The “market” in this election GorRDON F. Barrp, 

New York. 

authorities. Prac-| P. S—I voted AGAINST Mr. 

tically all agreed that the result | Roosevelt too! 

rested with the industrial centers | 


Wheaties 


. VV F 


of the Northern half of the country ‘Copywriter Waxes Bitter 


—all agreed that to win Mr. Willkie | —_— 
would have to capture a large pro- | About Medicine Copy 

To the Editor: The Nov. 12 issue 
majorities in these manufacturing |of the New York World-Telegram 
areas. In the most part these ma- | gives this nice demonstration of two 
jorities were composed of industrial | copywriters’ minds with but a single 


'a couple of inches of between the 
symptom and the slug.** 

EDWIN A. MYERS, 

Morse International, Inc., New 

| York. 
| **This definition not obtained at 
\this agency. 

. | ¥ 


Billposters Formerly 
Started at the Bottom 
To the Editor: I would like to 


jreply to the letter of Mr. John C.| 


Bork, which appeared in the Nov. 
'11 issue of ADVERTISING AGE and 
which claimed that it is inaccurate 
|to picture a bill poster putting up 
the upper right corner sheet of a 
| poster last. 

If the poster was recent, Mr. 
Bork would be justified in his criti- 
|cism, but, as stated in our ad, the 
| poster was made in 1882 when post- 
ers were printed in smaller sheets, 
pasted in sections and then posted. 

While no definite rule was fol- 
lowed, the bill posters 
started at the bottom 
up. This was particularly true 
when posting on barns where no 
scaffold was possible. Incidentally, 
with this type of posting the posters 
were rain-lapped (the upper sheets 
covered the top edge of the lower 
sheets), which helped to prevent 
flagging. Our ad is entirely correct. 

ANDREW DONALDSON, 

The Strobridge Lithographing 

Company, Cincinnati. 

~~ = 


Old Reliable 


To the Editor: From time to time 
you reproduce advertisements 
which, for one reason or another, 
are out of the ordinary. 

The enclosed marked copy as- 
| sociating the Prime Minister of Eng- 


usually | 
and worked | 


workers, “reliefers,’”’ machine-men, | 
etc... . hardly the type that would | 
even read, much less consider, 88 | 
hard-packed lines of “To those who 
still have an open mind”... or be | 
moved by the subtle phrases and | 
innuendoes of the poilu' saying 
“Once, I could vote, too.” 
my opinion these majorities 
had to be swayed were the type that 
must “get it” fast, in pictures per- 


i|haps, the type that would see and 


be influenced by such advertising 
as “Lies, Inc.” 
tached). 

I have taken the trouble to col- 
lect most of the political advertising 
that appeared in New York and 
the Republican part of it leaves me 
with the distinct impression that it 
was “written to the writer”... ex- 


| 


Member CCA 


they LOOK FOR current 


advertising to make sales. 


461|—8th Ave. 


Have You Seen “‘The IEN Plan’’? 


Started 1933 

A file folder of factual ("pie-chartless'') information 
showing how simply, effectively and inexpensively 
($79 to $85 an issue) you can describe your products 
to more than 53,000 active operating men in the 
larger plants in all industries . . . when and where 


Write for a copy for your 1941 Media Data Files 


INDUSTRIAL EQUIPMENT NEWS 
THOMAS PUBLISHING CO. 


Write for 
a copy for 
your 194] 
MEDIA 
DATA FILES 


requirements . . IEN times 


New York, N. Y. 


'decided about the thing, and let his 


No, in | wheels. 
that | 


(Kirby cartoon at- 


thought—to take the 
away from the copy. 
Joe Flem-O-Lyn was a little un- 


reader's eye 


arrow sidle up at a 45-degree angle. 
Joe Musterole goes the whole hog 
and whips around the corner on two 


Both ads do a pretty good job of | 


proving the definition of medicine 
copy as “something ya gotta write | 


__ CIRCUMVENTION? _ 


promptly relieves your 


COUGH 


«+» Or money back! 


Flem-O-Lyn—an amazing new 
cough formula—is creating a 
sensation: 


1. First spoonful often relieves 
Night Coughs, Bronchial 
Coughs, Hoarseness. 


2. Helps loosen phlegm. 


3. Flem-O-Lyn soothes throat 
irritation. 


4. Helps clear air passages. 


5. Your money back if not re- 
lieved in few hours. 


Get Flem-O-Lyn today! All 
drugstores. 
FOR COUGHS DUE 
TO COLDS* USE 


FLEM:O-LYN 


‘CHEST COLDS 


| For real, quick relief from distress of 


an aching chest cold and its cough- 
ing—rub on Musterole, a wonder- 
fully soothing ‘““COUNTER-IRRITANT”’. 
Better than a mustard plaster to 
help break up painful local conges- 
tion! Made in 3 strengths. 


A copywriter takes it to heart. 


| when needed,” over the logotype of 


| to say the least of it, within this 
| category. 
| Perhaps you would be interested 


Reliable When Needed 


We have been able to obtain a limited number of beauti 
ful etchings in calendar form by a well knox 
Hon. Winston Churchill. 1f you would like 


call with or mail the attached coupon to 


CLARKE FUNERAL HOME 


5767-9 MONKLAND AVENUE 


n artist, of 
ne of these 


land with the 


slogan, “Reliable 


a funeral home, strikes us as being, | 
| 


| In seeing it. 
G. A. PHARE, 
m. Sn & Son, Ltd., 


Toronto. 


Smith 


— = = 
Offers Complete Index 
of New “Who’s Who” 

To the Editor: We have received 
|several inquiries as a result of the 
|story you ran in your Nov. 18 issue, 
regarding our occupational index of 


|the 1940 edition of “Who’s Who in TOPEKA 


America,” and it occurred to us that 
| your readers might be interested 
‘in the reasons for making this 
specialized index 

Aside from the interest that such 
a list always holds, we felt that it 
might be genuinely useful in re- 
search work, in surveys, and in di- 
rect mail activity 
| Accordingly, we shall be glad to 
send to any of your readers who 
writes to us, a complete copy of the 
index with figures for all classifica- 
tions. 

Henry Bern, 
President, Raymond Service, 
Inc., New York. 


v’, vv F 
Study Period 
To the Editor: A study in psy- 
chology. 
“Danger. Cold weather ahead. 
|Drive at your own risk.’’—Texaco. 


Does that make you want to drive 
your car? No. 

| “Laugh at winter by 
| the danger points now.” 
| Does that? 
i 


guarding 

Standard. 

Yea, boy! 

K. M. BECKMAN, 
Des Moines, Ia. 


(A column of advertising com- 
ment of interest to manufacturers 
of nationally advertised food 


products and their agencies.) 


has what it takes to give food 
advertisers a break ... to sky 
rocket their sales in the $10) 
966,000 market represented by 
Topeka and its 21 Drive-in 
Counties. For P.S. is Profit Stimulation ir 
its highest form! It is The Topeka Dail, 
Capital's way of expressing its appreciatior 
for the confidence national advertisers the 
country over have in Topeka’s first pape: 
(by every measurement). 


came into being some thirty 
plus months ago when The To 
peka Daily Capital inaugurated 
its much-heralded Food Co 
| operation Plan. This successful! 
Plus Service brings food advertisers the 
powerful sales wallop of a Daily Capital 
Food Review over WIBW every Saturday 
morning ... plus additional mention of their 
| food products in special display ads carried 
in the pages of the Capital two times a week! 


nM = > 


capitalizes upon The Topeka 
Daily Capitals unique advan 
tage in the $101,966,000 market 
of Topeka and its 21 Drive-in 
counties. P.S, recognizes that 
because the Capital is a morning paper, it 
reaches its 200,000 readers when they are 
eager to read and ready to buy... that the 
Capital's 87.6% share of all national food ad 
vertising in Topeka newspapers is due, i! 
part, to readers’ day-of-issue shopping! 


PUREX 
STEPS 
OUT IN 


with its mention of Purex The 
Master Bleach) in Daily Capit 
Food Review programs 
WIBW and in bi-weekly Capital 
display ads, has been a sales 
booster for Purex. Says Agencyman Hat 
win T. Mann, manager of Lord & Thor 
media department “You did a coms 
job from radio time to retail tie-up.” 


sult Purex goes into high with a B 
schedule in the Capital practically 


doubling previous lineage! 


The Topeka Daily ¢ apital offers 
P.S. — its Food Cooperatio! 
Plan—as only one reason Ww! 
it pays to advertise your foo! 
product in Topeka’s leading newspape! 
There are many more! Write for details 


Che Copeka 
Baily Capital 


OF 200,000 KANSANS 
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FOR DRAFTEES | 
Pr va | 


3 


MENNEN for MEN in SERVICE | 


and for Men ot Home 


| 


| 


MENNEN GIFT BOXES for MEN | 


Special copy for Mennen gift boxes, | 
built around an appeal to men in mili- | 
tary service. 


Mennen Ties Gift | 
Box Promotion to 
Men in Service 


New York, Nov. 27.—Adopting a 
theme in tune with the times, Men- 
nen Company will link radio and 
magazine advertising of its Christ- 
mas gift sets with the hundreds of | 
thousands of men in military serv- | 
ice. 

A full-page insertion in the Dec. | 
9 Life will feature “Mennen gift | 
boxes for men in service, as well as | 
for men at home.” A similar appeal | 
will be stressed on commercials On | 
the Mennen network show, ad 
over 45 Columbia Broadcasting Sys- | 
tem stations at 5:30 p. m. each Sun- 
day, starring Col. Stoopnagle. 

Life copy will include a cartoon, 
picturing a sergeant complaining to | 
his superior officer about a private 
in his command: “He won’t drill or 
anything—just sits there all day 
admiring his new Mennen gift box.” | 

The sets are promoted as “some- 
thing useful, something handsome, 
something that will make him think | 
of you every day for months.” Two |} 
styles, priced at $1.25 and $2.25, are | 
offered. 

H. M. Kiesewetter Advertising 
Agency has the account. 


Lester Author of 
“Sales Engineering” 


Bernard Lester, Westinghouse 
Electric & Mfg. Company, is the 
author of an analytical volume on 
“Sales Engineering,’ published by 
John Wiley & Sons, Inc., New York. 

Mr. Lester weighs all aspects of | 
the sales engineer’s work and tells 
how it aids in the movement of 
goods from one industry to another. 


| 
| 
| 


Buys Doulberry Studios | 

Bryan-Elliott Company, New 
York, advertising displays, has pur- 
chased the good will and plant of 
the Doulberry Studios, New York 
Bryan-Elliott will maintain its ex- 
ecutive and sales office at 420 Lex- 
ington avenue and merge its equip- 
ment with that of Doulberry at 240 
E. 39th street. 


'~ CURE 
“DEADLINE JITTERS*.. 


Don't worry about catching clos- 
ing dates! Use RAILWAY EXPRESS 
top-speed, economical service for 
anything you have to send or re- 
ceive. 

We transport plates, copy, 
printed matter, presentations and 
eliver your shipment, whatever it 
may be, swiftly and safely. What's 
more, we call for and deliver at 

) extra charge in all cities and 
principal towns. Low rates. Use 
convenient RAILWAY EXPRESS, not 
only during holiday rush periods 

. but regularly. 


For super-speed use AIR EXPRESS— 
miles a minute. Specsal pick-up 
al delivery. Ideal too for last- 
minute Christmas gifts or shipments 
of almost any kind. 


for service or information phone 


RAILWAY ‘SP EXPRE SS 
L_ NATION-WIDE RAIL-AIR SERVICE _I | 


Arnold Approves 
Retailers’ Price 


Supervision Plan 


Washington, D. C., Nov. 27.—The 
plan adopted last month by the Re- 
tailers’ Advisory Committee for re- 
porting and investigating seemingly 
unjustified increases in commodity 
prices “does not appear to present 
any problem under the anti-trust 
laws,’ the committee has been ad- 


| vised by Thurman Arnold, Assist- 
ant Attorney General. 
| the report to be presented at a re- 


Such will be 


| tailers’ conference to be held at the 


Vanderbilt Hotel, New York, Dec. 
12-13, to which all executives and 


| secretaries of retail associations and 


|resenting 52 
| associations, already has established 
,a secretariat and appointed its per- | 
}manent staff to advise with Harriet | 


| editors of trade publications are in- 


vited. 
The nine-member committee, rep- 
national retail trade 


| Elliott, head of the Consumer Pro- 
tection Division of the National De- 
fense Advisory Commission. The 
i'committee has outlined for itself a 
four-fold job: 


Four-Fold Program 


(1) To “obtain and distribute in- 
formation about prices at the pre- 
retail level and refer seemingly un- 
justified increases to the associa- 
tions most affected and to collect 
and coordinate the results of such 
investigations and communicate 


them to the proper agency or pub- 
licize them where desirable. (2) 
To watch and discourage ‘scare’ ad- 
vertising. (3) To publicize particu- 
lar cases of purchases made by re- 
tailers or by government agencies 
for defense purposes in hopes of 
preventing disturbances in produc- 
tion facilities and retail market. (4) 
To urge retailers to keep the public 
fully informed about any changes 
in quality of goods.” 

Each retail trade association has 
been asked to create its own price 
reporting committee and to have its 
member stores report to the com- 
mittee any prices which seem un- 
necessarily high. These committees 
will be primarily responsible for de- 
termining the facts with respect to 
any reported price increases and for 


determining whether the increase is 
justified or unjustified. 


NRDGA Sponsors Contests 


The sales promotion division of 
the National Retail Dry Goods As- 
sociation has announced a_ prize 
contest for the best poster design 
submitted for the 1941 National Re- 
tail Demonstration. The contest is 
open to all art directors, artists and 
advertising staff members in 
NRDGA stores. The closing date 
is Dee. 31. 


Brown Agency Moves 


The E. H. Brown Advertising 
Agency, Chicago, has occupied per- 
manent offices on the ninth floor of 
the Merchandise Mart after having 
temporary quarters on the 18th 
floor. 


UDIENCE presence — the LARGEST 
in New England — that's what The 


Yankee Network brings you, together with 
the acceptance that wins good will and 
good sales for your product. 

Yuletide is high tide in retail sales — but 
New England is so prosperous, so populous, 
so responsive to sales appeals over its 
favorite, community Yankee Network sta- 


that ANY time and all the time 


tions, 


When you make promotion plans for 


business is excellent in each of the key 
buying centers. 

In these areas, nineteen stations, the ma- 
jority of which have been established for 
years, make your sales impacts intensive 


and comprehensive. 


1941, assign the entire New England radio * 
promotion job to The Yankee Network — 
the ONLY way to get COMPLETE cover- el 


age of one of America's greatest markets. 


THE YANKEE NETWORK, INC. :: 


WNAC 


Boston 
* 
WTIC 
Hartford 
* 
WEAN 


Providence 
* 
WTAG 
Worcester 
* 
WiIcc 
Bridgeport 
New Haven 
* 
WNLC 
New London 
* 
WCSH 
Portland 
* 
WLBZ 

ngor 
* 
WFEA 


Manchester 
* 
WSAR 
Fall River 
* 
WNBH 
New Bedford 
* 
WHAI 
Greenfield 
* 
WBRK 
Pittsfield 
* 
WLLH 


Lowell 
Lawrence 


« 
WLNH 
Laconia 

* 


WRDO 
Augusta 


7 
WCOU 


Lewiston 


Auburn 


WSYB 
Rutland 


WELI 


New Haven 


BROOKLINE AVENUE 


BOSTON, » MASSACHUSETTS 
ils EDWARD PETRY & CO., INC., Exclusive Ciel Sales Representatives nae 
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Canada Limits 
Advertising of 
Vitamin Content 


New Regulations Go. 
Into Effect Jan. Ban 
Testimonials 


Ottawa, Nov. 27.—Lengthy regu- 
lations covering the labeling and 
advertising of foods and drugs in 
respect to their vitamin content | 
have now been issued by the C cng 
dian Department of Pensions 
National Health. While these as| 
not become effective until Jan. 1, 
1941, the details are being circulated 
at this time in order to permit 
manufacturers and wholesalers to | 
make advance arrangements to con- | 
form to new requirements. 

The regulations are designed with 
a view to prevent the public being 
deceived or misled as to the char- 
acter, strength, quality or quantity 
of the article under authority of the 
Food & Drugs Act. sub-section 1, 
sec. 3, which permits regulations 
respecting false, exaggerated or 
misleading claims for any article 
of food or drug. As a first step 
Division 1, Section 3 (b) headed 
“Labeling,” is amended to cover 
“Labeling and Advertising,” and a 
new sub-section has been added 
which stringently limits claims 
based upon the vitamin content of 
foods or drugs advertised for sale, 
or sold to the general public. 

The vitamins for which claims 
may be made include only vitamin 
A, vitamin B,, or thiamin; riboflavin; 
nicotinic acid; vitamin C or ascorbic 
acid (antiscorbutic vitamin), and 
vitamin D (antirachitiec vitamin). 
The term “vitamin A” as used in 
these regulations includes vitamin A 
and its precursors. 


Must Include Quantities 


Continuing, the 
reads: “Except as hereinafter pro- 
vided, if the label or other adver- 
tisement of any article of food or 
drug makes reference to vitamin 
content, there shall be included a 
statement of the vitamins present 
expressed in international units per 
gram for vitamins A, B,, and D; in 
milligrams per gram for vitamin C | 
and nicotinic acid, and milligrams 
or micrograms per gram for ribo- 
flavin. In addition to this, potency 
in terms of international units or 
milligrams per ounce, tablet, cap- 
sules, etc., may be stated. For 
foods, potency may be expressed in | 
the prescribed units per 100 grams. | 

“No claim for the vitamin content 
shall be made for any article of | 
food or drug unless the amount of 
vitamin present in the expected 
daily intake of the food or drug 
contributes significantly to the daily 
requirements of that vitamin. The 
following amounts represent the 
minima considered significant as 
daily vitamin supplements: for 


NE ORTH: gE TS 
SEND WILD GAME 
THIS CHRISTMAS! 


How about a brace of Ringneck Pheas- 
ants or Partridge for that favorite | 
client? Or Mallard Ducks for the Big | 
Chief? Or tuck your card under a 
Wild Turkey's wing, or in among a 
covey of Quail? 


new section 


The private preserve of Fin ’n Feather 
has some magnificent specimens await- 
ing your order. Dressed, packed in 
dry ice, sent prepaid express, their safe 
arrival is guaranteed. 


Just send your check, list, 
shipping directions. 


cards, and 
Prices as follows: 


Partridge, Pheasants, Ducks $6 a brace | 
Wild Turkey (7-15 lbs.) $1 a pound 
Quail $10 for q 


FIN ’N FEATHER 


Route |, Dundee, Illinois 


|advanced xerophthalmia when due 


vitamin A, 2,000 international units; 
for vitamin B, 200 international | tion. 
units; for riboflavin one milligram;| “II. For vitamin B,; that this | 
for nicotinic acid ten milligrams; | vitamin prevents or alleviates beri- | 
for vitamin C 25 milligrams, for beri; that it contributes to the main- 
vitamin D 160 international units. tenance of normal appetite; that it 
“Claims based upon the vitamin| protects against and aids in the 
content of a food or drug shall be | treatment of neuritis due to vitamin 
made only within the following | B, deficiency; that the need of the 
limitations: /organism for vitamin B, is increased 
“1. For vitamin A; that this vita- | when metabolism is greatly aug- 
min is an essential for the mainte- | mented, as it may be in pregnancy, 


nance of a healthy condition of the | fever, hyperthyroidism and infec- 
epithelial tissue; that it is specific | tious diseases. 
in the prevention of, and treatment “III. For riboflavin: that this 


of nutritional night blindness or| vitamin is an essential for the nor- 
| nyctalopia of dietary origin; that it | mal functioning of the body. 
prevents, or relieves if not too far “IV. For nicotinic acid; that it is 
a specific in the treatment of pel- 
that its | lagra. 

“7. For 


to vitamin A deficiency; 


| insufficiency in the diet may lessen | vitamin C; that this 


the resistance of the body to infec-| vitamin is a specific in the preven- | 


tion and treatment of scurvy; that 
‘it is a factor in the normal develop- 
ment and maintenance of the bones 
and cartilages, the teeth and gums; 
that the need of the organism is 
increased in fever. 

“VI. For vitamin D; that it is 


an essential in the prevention of 


rickets and in the normal develop- 
ment of bones and teeth; that the 
requirement is greatest in infancy 
“and childhood, and during preg- 
‘nancy and lactation. 

“Testimonials regarding the action 


‘of vitamins or vitamin products in 


specific cases shall not be referred 
to, reproduced or quoted. 

“No assurances shall be made 
regarding results to be obtained 
from treatment by vitamin medica- 


| tion or from the addition of vita- 
mins to the diet. 

“The above requirements shal] 
not apply to advertisements not dis- 
tributed to the general public pro- 
vided that if, therein, mention is 
made of clinical or experimenta] 
evidence naming vitamins or func- 
tions of vitamins, the source of such 
information is plainly stated, and 
provided also, that such advertise- 
ment is not accompanied by any 
sample of the product so adver- 
tised.” 


Gallery Names Agency 

Macbeth Gallery, New York, has 
named Deutsch & Shea Advertising 
Agency, New York, to handle its ac- 
lcount. Newspapers and magazines 
will be used. 


the barometer of 


Purchases by women 
at newsstands of BOTH 
the October AND the 
November issues of 
McCall’s will each ex- 
ceed ONE MILLION, 
FIVE HUNDRED THOU- 
SAND COPIES 


* Estimated newsstand: Total cire 


in excess of 


3,100,000 


ulation 


McCALL’ 


230 PARK AVENUE, 
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2- | marked products, as legalized by the down fair trade; that they should “Enlist the cooperation of medical, | HIGHLY LOCALIZED 
an $ Miller-Tydings Act, the executive | be discontinued and be replaced by | hospital, relief and civic organiza- | 
a1) committee of the National Associa-j|a ‘one price to all’ policy as con- | tions to restrict the supply of medi-| | —_ 7 
s- . tion of Retail Druggists reiterated | templated by the Robinson-Patman | cines through relief agencies only to| | Liquid Gold Flows in Times Square! 
.t Fair Trade its devotion to that plank at a meet- | Act.” jthose patients who actually are | | 
is T gy ogee ended nere Friday. Seck Larger Discounts indigent; and to supply no such 
a] ‘ 1e committee gave one of its) Ny ;/medicines purchased with public 
C~ leading 1941 objectives as “Further- Other leading objectives of the | funds to other classes of consumers. 
*h Drugaists Warn ance of fair trade by every legal |coming year were outlined as fol- | “Endeavor to secure an Official 
nd means and resistance to attack upon | lows: jacknowledgment or interpretation a 
e- or \it from any direction, so that its| “Exercise every legal effort to | of the definition of vitamins in con- 4 
ny Hope to Eliminate |benefits may accrue to the consumer, | bring about equitable and economic |centrated form as ‘drugs’; prompt 7 
; Combination Deals in | the retailer, the wholesaler and the | adjustments of manufacturers’ and | inclusion of vitamin concentrates in Bi 
° manufacturer.” | wholesalers’ discounts to cover re- | the U. S. P.; protection of the public & 
Coming Year This was coupled with an avowal |tailers’ costs of doing business. by restriction of sales of vitamin 
to seek to “educate manufacturers! “Enlist the cooperation of phar- | concentrates to pharmacies. 
7 Chicago, Nov. 25.—Unabashed by |to realize that combination deals | maceutical manufacturers to discon-| “Oppose the distribution of sala- | 
_ rumblings from Washington that | and similar merchandising plans are |tinue the practice of extending | cious and obscene literature through | 
Pe the administration is beginning to| unsound and uneconomic; that they | discriminatory discounts to hospitals | newsstands. 
es look with disfavor on the principle |tend to demoralize distribution by |and clinics; and to discontinue pro- “Cooperation with the Retailers’ | ceeemnd — 


of price maintenance of trade- 


destroying values 


and breaking 


miscuous sampling of physicians. 


Advisory Committee and the Na- 


Two advertisements like this, featuring the 
names of well-known streets or sections 
of cities where they appear, are being 
| released to newspapers for Seagram's 
Ancient Bottle gin. Ward Wheelock 
Company is the agency. 


igo 


|tional Defense Council to 
unnecessary raises in 
prices of drug products.” 


avert 
consumer 


Consumer Division 
Starts Bulletin 
on Food Prices 


Washington, Nov. 26.—A _ price 
information service designed to aid 
|consumers in meeting some of their 
| food purchasing problems and help 
them contribute to the defense pro- 
'gram by making purchases which 
| will tend to stabilize prices has been 
announced by Harriet Elliott, de- 
fense commissioner in charge of the 
Consumer Division. 
| Plans call for the issuance, semi- 
monthly, of a report entitled “Con- 
sumer Prices.” This publication 
will go to state and local defense 
councils and to various civic and 
service organizations. Supplying the 


In the Great N tion Monthly Poll 
information for this bulletin will be 
j fo |the Bureau of Labor Statistics, 
0 omen S agazine re erence |'which will gather data on prices of 


MORE WOMEN BUY EACH ISSUE .y- 

OF McCALL’S AT NEWSSTANDS 

anit ouy ANY ISSUE OF ANY SS oS a 
OTHER MAGAZINE PUBLISHED died 


This price information is to be 
issued in the form of averages. It 
| will not describe prices in a par- 
| ticular locality, but will present a 
| general nation-wide picture of 
prices existing in the larger cities. 

The first issue includes reports on 
Lambert Names Lewis 

Harold M. Lambert, Philadelphia 
stock photographer, has appointed 
| Frederic Lewis, formerly with the 
Black Star Publishing Company, to 
|represent him in New York with 
offices at 48 W. 48th street. 


‘| active interest 


October prices for milk, certain 


...an unequalled demonstration of the power of a single force 
to excite women to mass buying action. 


To Blackstone Products 


Morton M. Schwartz, formerly 
with Universal Camera Corporation, 
New York, has been appointed ad- 
vertising manager of Blackstone 
Products Company, New York. 


KWKH Business he 
BOOMS! 


New programs, both local 
and network, sustaining and 
commercial, break all fall 
records on KWKH. Business 
is booming and wide awake 
advertisers are taking advan- 
tage of KWKH's powerful 
50,000 watts and rich Tri- 
State market. Make your 
time reservations now! 


50,000 Watts 


Here’s striking evidence that McCall’s editorial program, 
based on READER RESEARCH, is giving women the 
magazine they want. 


McCALL’S... the only WOMEN’S SERVICE MAGA- | 
ZINE that has shown... a gain on top of a gain. . . in ad- | 
vertising lineage the past two years .. . is evidence that an 
increasing number of advertisers recognize women’s own 


magazine preference as THEIR BEST BUYING GUIDE. 


TIMES STATION 


|| MAGAZINE 


NEW YORK, N. Y. 


KW KH 


Represented dy The Qranham Co 


Shreveport Louisiana 
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|}and Menace of Radio.” 

People who listen the least to 
radio select the best programs, while 
| those who listen to the radio for 
\long continuous stretches of time 


Listeners Dislike 
‘Blurbs’ But Don’t 
Want Tax Either 


listen to the worst programs and to | 


Cambridge, Mass., Nov. 27.—)| 
While approximately 80 per cent of 
radio listeners are annoyed by “ad- 
vertising blurbs,” only 25 per cent 
would be willing to pay a radio tax 
of $2 to get rid of them, according 
to Dr. Gordon W. Allport, head of 
the psychology department of Har- | 
vard University, a pioneer in scien- 
tific research on radio listeners’ re- 
actions. Dr. Allport is presenting a | 
series of lectures on “The Challenge | 


programs of low cultural and edu- 
cational value, according to the Har- 
vard professor’s latest studies. He 
further points out that 95 per cent 
of listeners prefer men announcers 
to women announcers because wo- 
men seem to give an impression of 
being affected and this is one of the 
taboos among radio listeners. 


Public Wants Culture 


The public is hungry for cultural 
[shown from radio listening as is 


shown by the popularity of quiz 
programs of all sorts, but as yet 


AND THE BEAUTY OF IT is— | educators have not struck upon the | 


proper use of the radio for effective 


That the majority of mothers “ : ‘ 7 
public education. Radio does, it has 


reached by the Cradle Car Service 


are young women (average, about been shown, stimulate people to} 
24 years old). Here are alert, read more ; 

young mothers whose buying hab- > 7 , 

its are in the making. “aes ‘ Radio audiences are generally 
sample your product, anxious to more passive and less alert than 
learn all they canl Remember we audiences listening to a speaker 
reach 2250 each month. . . . May sienna gic : or ager 
we tell you how? they can see and while radio is 


easily adaptable for fundamentally 
simple material, it is difficult to 
maintain audience interest when the | 
material broadcast becomes compli- 
cated and involved. 


The Cradle Can Senviee, Ine 
457 N. Kingshighway 


St. Logis, Mo. 


Dreyfuss Demands 


a 


~ VERSATILITY DEMONSTRATED IN. MACY COPY 


OEE AGT’) raarsamas PARADE! 


‘The World's Mast Sensational Overwhelming Coagulation of 
Gripping Sideeplits and Spectacles Brer Designed by Tey Sarg 


Pressure Be Put 
on Politicians 


Boston, Nov. 26.—Organization of | —— a nue 
pressure groups in every part of the 
country to demand that politicians a = Lines and 
explain their attitudes toward busi- chines 
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ness, was a procedure urged on ANCING SER 8 - 
business men by Leonard Dreyfuss, | BEAR 3 a 
president of the United Advertising es for @emas = = Tus 
‘ny “tj lew Tork j . ‘ 4 To. oe me = = 
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before the annual convention of the 
New England Bakers Association 
here last week. 

American business cannot exist if 
|democracy doesn’t live and there- | 
fore business men must scrutinize 
the political scene carefully to pro- 
itect their future, Mr. Dreyfuss 
‘warned. He pointed out that about 
|500,000 government people are en- 
| gaged in policing business and busi- 
iness is paying for this policing. He 
said that 153,000,000 reports were 
| filed by business to government last 
| year. 
| More activity in eliminating over- | 
|production simply by the inception 


These two advertisements, 
size the scope and versatility of 
tutional” 
Co. 
giving parade, required a roundup 
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appearing in 
New York papers the same day, empha- 
“insti- 
copy used by R. H. Macy & 
The old time circus style advertise- hati te 
ment, featuring Macy's annual Thanks- Asaph 


outmoded type from houses specializing 
The Herald Square ad- 
vertisement celebrates the return of this 
piece of statuary to a spot where it can 
now be seen, thanks to the removal of fal yur wn em wnt and ca 
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After December first, Don Lee will be “at home’ in 

one of the finest studios ever built for radio. This 

expansion is necessitated because of the heaviest 

commercial schedule in thirteen years of Don Lee 

Network operation. More than twenty-four hours 
of Pacific Coast commercial programming will 
originate in these studios each week, in addition 
to a generous schedule of local commercials for 
KH] release, as well as sustaining features em. 
bracing all forms of entertainment and cultural 
broadcasting for the network 


were DON LEE 


THE NATION’S 


5515 


GREATEST 


oft ; wer.."> 
eases, Lk ts tk a 


Pike < rs 
eo ee on eo ?.«-— ue ee 


MELROSE AVENUE, HOLLYWOOD, CALIFORNIA 


This new $500,000 structure will include three 
auditoriums for audience shows, special news- 
rooms for newscasting with A.P. and INS service, 
two small studios for Don Lee's famous one-man 
shows, make-up and dressing rooms, and one of 
the finest music libraries in existence — 25,000 
specially arranged tunes, many written for the 
Don Lee organization by the world’s outstanding 
musicians. Executive offices will occupy the main 
structure. A separate building of 28 offices will 


house the production and engineering staffs 


You are cordially invited to make our head- 
quarters your headquarters when in Hollywood 


5515 MELROSE AVE., HOLLYWOOD, CALIF. 
THOMAS 8S. LEE, Pres. 

LEWIS ALLEN WEISS, Vice-Pres. and Gen. Mar. 

JOHN BLAIR & CO., NATIONAL REPRESENTATIVES 


BROADCASTING SYSTEM 


REGILONAL NETWORK 


of more buying power was sug- 
gested by United States Senator 
Henry Cabot Lodge in a talk at the 
same session. Greater consumption 
|is the only real cure for over-pro- 
'duction, he said. 


| Blames Business 


| 


Calling business-baiting a _ na- 
tional pastime, Bronson Batchelor, 
|public relations counsel, placed the 
frseev for this squarely on the 
shoulders of business and industry 
itself because of failure to readjust 
| themselv es to “epochal changes” 
'which have permitted politicians to 
capitalize on these developments. 
| Citing the powerful attacks di- 
rected at the costs of advertising 
j}and distribution as an example of 
'the critical attitudes toward indus- 
|try, Mr. Batchelor stated that while 
|both advertising and distribution 
| : 
|are essential to that mass produc- 
ltion which makes possible the 
| steady lowering of prices, industry 
has failed to make clear to the pub- 
|lic the extent to which service 
charges today are included in the 
|price of goods. 
| No business man can any longe: 
'be a law unto himself, Mr. Batch- 
elor said, and in the absence of na- 


|tional leadership to establish a 
|given course, individual companies 
must carry a_ correspondingly 


| greater moral responsibility. Public 
opinion toward industry will be de- 
termined inevitably not by what the 
progressive company does but by 
what those who refuse to move for- 
ward may fail to do. 


| Bert McCloud Appointed 


| Bert McCloud has joined General 
'Controls Company, Burbank, Cal., 
|as advertising director. He was for- 
merly art director of Jaffe & Jaffe 
Advertising Agency, Los Angeles. 


3000 
Inquiries 
Per 

Issue 


L S & D pulls an average of mo 


| than 3,000 inquiries per month! Proof of 
the effectiveness of its vitally alive ed 
torial policy—and its unique circulatior 
plan to important outlets only! Remen 


berthe outlet controls brand selection o' 


68°> of consumer liquor purchases! Yo 
need LS&D! Conover-Mast Publishing 
Company, Inc., 205 East 42nd St., New 
York City; 333 North Michigan Ave 


Chicago 
A CONOVER-MAST PUBLICATION 


LIQUOR STORE 
& DISPENSER 


Largest Lineage In The Liquor Field 
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~NEW SHORTENING 
Baltimore Women Praise Esko 


- 5 FINE FOR BAKING. 
* S| GOES FARTHER 
~) ) AND 1S CHEAPER 
LY Says a 
\ \ iter fick te Huson 


“Esko creamy, not greasy, 
has smooth texture,” says Mrs 
N. Keswick Road Has no 


Better baking results because 
ESKO is made of pure beef and 
pork fats—which fo t 

dot, i& creamy and sweet,” re 
ports Mrs. S.. Druid Park Drive 
Browns bétter. is easily digest 
bie Mrs. W_ of Port St. These 


ties say are richer in 


far more digestible thar 
shortenings Aw pressure gives 
ESKO that velvety smooth 
Super-Creamed”™ texture. And 
one-fourth less short 


wmments Baltumore housewives 
are making about ESKO, Ess 
“Super Creamed’ 


you use 
ening! For grand baking and real 
economy — get a 3 pound can of 
ESKO at your dealer's today’ 


kay's New 
Shortening 


| 
| 
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“oy 


‘. “REER Catamen wom 
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One of the newspaper advertisements 
in an introductory campaign for Esko 
shortening, made from pork and beef fats. 


Esko, Animal Fat 
Shortening, New 
Entrant in Field 


Baltimore, Nov. 27.—Introduction 
of Esko, a new shortening made 
from pork and beef fats, by the Wm. | 


Schluderberg-T. J. Kurdle Com-| sy 


pany, Baltimore, in a test campaign 
here marks the newest attempt to 
invade a market heatedly disputed 
by makers of animal fat and vege- 
table shortenings. 

First, samples of Esko were given 
to Baltimore housewives for a try- 
out. They were then asked to ex- 
press an opinion on the product. As 
a result of this promotion Esko was 
launched in a 1,000-line color ad- 
vertisement, which included a get- 
acquainted coupon, in a Baltimore 
newspaper. Two hundred line ad- 
vertisements then followed weekly. 
These advertisements will be con- 
tinued for the next six months, with 
local radio spots backing them up. 
No plans as yet have been made for 
advertising Esko on a national scale. 

Introductory copy centered on the 
opinions given to the representa- 
tives during the missionary work 
on the shortening. These testi- 
monials will be continued in all 
advertisements of Esko. The maker 
of Esko also is tying up with the 
$2,000,000 national campaign of the 
American Meat Institute of which 
William Schluderberg, president of 
the company, is vice-chairman and 
regional director of the institute’s 
sales and advertising program. 


Glida Names Seidenbaum 


Glida Corporation of America, 
Binghamton, N. Y., has named Wil- 
liam G. Seidenbaum Advertising 
Agency, New York, to handle pro- 
motion of its Glida Slide bags, 
accessories and novelties. 


“COLUMBIA’S” 
“STATION — 
FOR THE 


SOUTHWEST 


Bates Releases 


Colgate Comics 
Ted Bates, Inc., New York, has 


}issued contracts to newspapers for 


24-half pages of comics to begin in 
January for Colgate-Palmolive-Peet 
Company. 

Colgate dental cream will be fea- 
tured for the first two months. 
Kiek, which has occupied one-third 
of the comic space in the past, will 
be conspicuous by its absence. 


McNicol Appointed 


Robert McNicol, who has headed 


his own advertising company in 
Vancouver for several years, has 
been appointed head of the new 


|sales merchandising and retail pro- 


motion department of Stewart-Mc- 
Intosh, Ltd., Vancouver agency. 


Minnesota Loads 
Promotion Guns 
for ‘41 Tourists 


St. Paul, Nov. 27.—Minnesota is 
loading its promotion guns for the 
1941 open season on tourists, intent 
on surpassing the record total scored 
in 1940. Present plans call for ma- 
terlally increased advertising lin- 
age, intensified publicity efforts, the 
most elaborate displays ever at- 
tempted at a larger number of out- 
door and sports shows than ever 
before and pamphlets and circulars 
intended to answer questions tour- 
ists ask. 

The 1940 


promotion program, 


which proved so successful, included 
paid advertisements in daily news- 
papers in leading population centers 
in the nine states from which the 
bulk of Minnesota’s tourists come 
and in a of outdoor, sports 
and other magazines catering to 
tourists. Displays also were put on 
and information booths maintained 
at five of the Midwest's leading out- 
door and sports shows. Minnesota's 
advantages for fall vacations were 
emphasized in 1940 publicity with 
the result that tourist resorts re- 
ported good business long after the 
summer season ended. 

The state tourist bureau received 
and answered 33,690 inquiries up to 
Oct. 1, 1940, a 50 per cent increase 
over 1939, according to Victor A. 
Johnston, director. Inquiries came 


score 


from every state in the union, the 
District of Columbia, Alaska, Can- 
ada and several foreign countries. 
Illinois topped all the states with 
7,416, Iowa was second with 3,195 
and Michigan third with 2,365. 


Brown to Frankel-Rose 


W. R. Brown Corporation, Chi- 
,cago, maker of paint. spraying 
| equipment, has appointed Frankel- 
Rose Company, Chicago, to handle 
its advertising. General magazines 
and business papers will be used. 


Stroud in Clothing Firm 

George S. Stroud, former adver- 
tising manager of B. Kuppenheimer 
& Co., Chicago, has purchased a 
half interest in the Des Moines 
| clothing firm of the New Utica. 
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STATLER BUILDING 
. BOSTON, MASS 


Mr. Shedd Vandenberg 
“LIFE” Magazine 
statler Bldg- 
Boston, Mas. 


Dear Shedd: 


Our space buyers 
ago if I had chee 
S. He Knopf - 

from recen 
vend him I would do #0 


think you 
aos I received from 


Se He Knopf used 


ear fo 
ets and other spore to advertise Keystone 


Company used 


Tage 
eee aot only produced the 


uiries from cons 
aure® advertising 


pleased 
reported custo 
the specific coats 


to u 
We are planning 
counts this fall. 


Evorett Doten, 
ed with Keystone Mfg. 


Company as 
advertising 


will be interested in 


NE 
TELEPHON® 
. LIBERTY 6044 


August 21, 1940 


Company and 
to the results they have 
in “LIFE" Magazine, 
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New Spot-Check Service 


Burnett & Brenner & Egbert, New 
York market research agency, has 
established a radio spot-checking 
service which reports whether or 
not announcements are made and, 
if given, the exact time they started; 
rates the announcer’s delivery, pace 
and enthusiasm; checks the spoken 
word against the script; reports 
background or station noises; names 
sponsors of preceding and following 
programs; checks whether the ad- 
vertiser has the spot exclusively or 
shares it with another advertiser. 


To Hirshon-Gartield 
McCurrach Organization, Inc 
New York, has named Hirshon-Gar- 


field, New York, to direct promotion | 


of its neckwear. 


PHOTOS 225 


In lots of 100 or more 
‘se actual photos In your eatalogs, portfolios, direct 
a Send photo or negative We do the rest. 
Quotations supplied for any size. Same low prices. 
Photo post cards i'/2¢ In lots of 1000. 
Window Displays—Enlargements— Transparencies 
Commercial Photo, 41 W. 45th St., N. Y. C. 


Finds Advertisers 
Restive Under 
Commission Plan 


Author of New Volume 
Believes a New Basis 
Is Inevitable 


Boston, Nov. 27.—The agency 


‘**|commission is still regarded as in- | 


vertisers, in the opinion of as 
as good a reporter as F. Allen Burt, 
account executive of Albert Frank- 
Guenther Law, Inc., and associate 
professor of advertising at Boston 
University. Mr. Burt makes this 


Agencies,” a new book whose ap- 


equitable by a large number of ad- | 


thoughtful an advertising man and | 


statement in “American Advertising | 


pearance follows closely the publi- | 


NEW KIND OF AWARD 
eae 


This young lady either did or did not 
| have something to do with the presenta- 
tion of awards to house organ editors at 
the recent meeting of Southwestern As- 
sociation of Industrial Editors. At any 
rate, she has one of the awards in her 

hand. 


volumes were published by Harper 
& Brothers. 

“Probably today, more than for- 
merly,” wrote Mr. Burt, “business 
men realize that they are paying 
for the services of their advertising 
agencies. And yet, in 20 years of 
such work, it was not until a year 
ago that a client said to me, ‘The 
salary I am paying you for doing 
my advertising is so-and-so. I feel 
that the share of it that you get for 
service is all right, but I am won- 
dering whether the agency is not 
getting too much for the mechanical 
part of the work — whether or not 
there is some further service that 
I should be getting for the money I 
am paying.’ 

“Such an attitude would bring up 
the natural query: ‘Is this salary 
really a fair payment for the 
amount of work done? Are we pay- 
ing this agency too much for the 
service rendered when we compare 
its salary with that of our salesmen 


Advertise- 
Both 


“Successful 
by the same author. 


leation of 
ments,” 


and executives?’ 
“In many cases the answer would 
be conclusively ‘No.’ But in too 


the fiel 


Nationa 


NEW YORK SU 
announcing that it has been awarded advertising franchises on the B. M. 1 
York City 


former franchise on the Independent Division (8th Avenue). 


Interbor 


In our Operation of the a 


no mere 


d of subway advertising 
advertis! 
tain our 


convenience of our customers, 


NEW 


Makes 


an Announce 


NEW YORK SUBWAYS ADVERTISING CO., Inc. 


ement of Intere 


Advertisers and their Agencies 


BWAYS ADVER 


New 


ough Divisions of the 


dvertising franchi 


has not been commussionable heretofore) and the B. M.'E. 


ase in rate. 


IMPROVEMENTS IN SERVICE 


management, plus the a 


dded convenien 


Orders written at the published rate will be subject to 


ng franchise on the Independent 


headquarters and sales office in 


1 Transitads, Inc. 


YORK SUBWAYS 
630 F 


TELEPHONE: 


IF TH 


we have made 


throughout the 


ADVERTISING 


AVENU 


LIS ING COMPANY takes p 


‘Transit System in addit 


* 


OUR POLICY of selling space through recognized agencies which was established 


ise on the Independent (8 


way will now be extended to cover advertising on the Interborough Division (which 


The 


Division. 


resulting from the advantages « 


ce of being able to cover any « 


three Systems on a single order form, will be welcomed by advertisers and agencies. 


advertising agency discount to recognized agencies. 


* 


ABOUT OURSELV ES—New York Subways Advertising Company first entered 
on October 


19th, 1939, when it was aw 
(8th Avenue) Subway System. 
New York City but in additior 
available the various local 


U'nited States. 


CO., 
E, NEW YORK CITY 


CIRCLE 6-8400 


st to 


8th Avenue ) Sub- 


Kifteen Percent (15%) 


INC. 


leasure in 
and 


ion to its 


re will be 


f a single 


me or all 


arded the 
We main- 
1, for the 


( ifices ( if 


— 


many the advertiser would find tha: 
he was paying a substantial weekly 

salary to men who thought aboyt 
his problems for only a few months 
out of the year. 


Predicts New System 


“It may be true that no other 
form of compensation for the agency 
would work any more fairly for 
either party. Yet there is a stro ing 
feeling in many quarters that even. 
tually many large advertisers wij) 
take over much of the agency func. 
tion rather than pay out so large a 
sum in salaries. If and when that 
day comes, it will be necessary for 
a new method of compensation to 
be worked out. Publication rates 
would have to be adjusted so that 
advertisers could take advantage of 
the 15 per cent discount, and ade. 
quate salaries would have to be paid 
direct by clients to agencies.” 

This conclusion hardly coincides 
with Mr. Burt’s own opinion of the 
value of the work being performed 
by the modern agency. He asserts 
that more agency functions have 
been added in the last decade than 
in the 90 years preceding and con- 
tinues: 

“It is a wonderful help for a 
business man to be able to go out- 
side his own shop and his own per- 
sonnel and to lay his sales problems 
before a man who has had experi- 
ence with a wide range of such 
problems. To find a sympathetic 
listener, an intelligent thinker and 
jan enthusiastic, though cautious 
| planner, will help the business man 
|to speak freely about his ideas, to 
| expand them and to look far beyond 
ithe confines of his present estab- 
lishment.” 


Rothschild Forms 
Agency: Named by Four 

| Charles L. Rothschild, formerly 
| with Gardner-Rothschild, New York, 
| has formed the Consolidated Adver- 
tising Agency, with offices at 505 
Fifth avenue, New York. Mr. Roths- 
|child is president and treasurer of 
ithe new agency. 

| Consolidated has been appointed 
|to direct the accounts: 
| Adler Shoes for New York, 
including promotion of Elevator 
and Longfellow shoes and the 20 
| retail stores in the New York met- 
ropolitan area; Stone-Tarlow, Inc., 


following 
Men, 


Brockton, Mass., shoes; Klein 

| Brothers Fabric Corporation, New 
|York:; and Accent on Youth 
| Fashions. 


| Opens Cincinnati Office 


| Continuing its ote im of expan- 


|sion, Packard Motor Car Company 
|this week announces establishment 
jofaC incinnati zone office to hi . dle 
| wholesale distribution of Pac 

|cars, parts and accessories. ag S 


| Hanaford is the manager. 


mh 
Nutt to McCann-Erickson 


| James F. Nutt, formerly of Arthur 
Kudner, Inc., has joined McCann- 
|Erickson in New York as 
leaden on Ford national advertising 


| Sportswear to Waters 


Vicky Sportswear, Inc., New Y' 
has named Norman D. Waters & 
Associates, New York, to handle 
account. 


S] act 


——— 


Rs S service 


une DEPENDABLE 


i Ss MARKET 


unen/;) RESEARCH 
Se ~TABULATING 


Complete facilities and long ex- 


perience enable us to meet the 


exacting demands of agencies, 
publishers and marketing analysts. 


| FREE Booklet 

Write today for your copy of the 
free booklet, 
Research.” 


“Economy in Market 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York, N. Y. 


- MONTREAL TORONTO 
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€ ce lebels...n 
new stationery. bur whole 


Unusual is this newspaper advertisement 

for B. F. Dewees, Inc., Philadelphia spe- 

cialty shop, which features the store's 

packaging and advertising, rather than 
its merchandise. 


Brunswick Aids 
Customers and 


Thus Aids Itself 


$50,000 Bowling Car- 
nival Unusually Success- 
ful Venture 


Chicago, Nov. 28.—When the $50,- 
000 Red Crown Bowling Carnival 
launched Oct. 12 by Brunswick- 
Balke-Collender Company comes to 
an end Dec. 7 the huge contest will 
not only have paid for itself by 
helping to build patronage for hun- 
dreds of bowling alleys during the 
course of the competition, but will 
likewise have added thousands of 
individuals to the ranks of those 
whose fall and winter recreation 
consists almost exclusively of 
throwing heavy balls at equally 
heavy and strangely elusive pins. 

“One way of getting business for 
yourself is to get it for others, first,” 
is the way Brunswick looks at it. 


afternoons and week-ends. Since 
the contestants for carnival prize 
money must bowl three games in 
open play Brunswick has craftily 
bid for increased activity during 
open play hours. 

Page space in Collier’s, Life, Look 
and The Saturday Evening Post, 
using black and one color, was used 
during October and November to 
acquaint bowlers and prospective 
bowlers with the carnival prize 
offers, the rules and what to do 
about making a bid for a share of 
the money. To make it easy to 
locate bowling alleys cooperating 
in the carnival all contestants have 
had to do is get in touch with West- 
ern Union. Participating alleys 
were provided with large posters to 
identify them. There has been no 
charge for contestants other than 
the usual cost of bowling. 


Many Cooperate 
One line of copy read, “Enjoy 
America’s most popular indoor sport 
—15 million men and women bowl 
regularly,” a figure which Bruns- 


wick hopes will now have 
raised a few notches. 
The campaign was prepared 


to be 


months in advance so that Bruns- | 


wick salesmen might use it to mer- 
|chandise the contest and secure 
|advance assurances of cooperation 
from bowling establishments. As a 
lresult Brunswick reports it signed 
up more participating establish- 
ments than have ever taken part in 
any previous Brunswick promotion. 
Brunswick, which easily sits atop 
the bowling and billiard industry, 
also has taken advantage of this 
opportunity to run aé series of 
smaller advertisements in Life and 
The Saturday Evening Post pro- 
moting its mineralite bowling ball. 
G. R. Stewart is Brunswick ad- 
vertising manager. J. Walter 
Thompson Company is the agency. 


Shannon Picks Ollendorf 


Shannon Lures, Inc., maker of 
artificial fish baits, has appointed 
C. J. Ollendorf Advertising, Chi- 
cago. Business and outdoor pub- 
lications will be used. 


Expand Wisconsin 
Indian Head Drive 


The expanded advertising pro- 
gram of the Wisconsin Indian Head 
Association will provide fcr 180 paid 
radio broadcasts in Illinois and 90 
in Indiana during May, June and 
July of 1941, in addition to numer- 


ous promotional broadcasts in con-| 


nection with the outdoor shows, 
conventions, exhibits and out-of- 
the-state Wisconsin products din- 
ners. 

Newspaper space will be used in 
Cleveland, Indianapolis, Chicago, 
St. Louis, Cincinnati, Springfield, 
Omaha, Des Moines, Peoria and 
Evansville in addition to advertising 
in outdoor magazines. Illuminated 
billboards will also be used in Wis- 
consin and Minnesota. The associa- 
tion’s 1941 advertising budget is 
$16,000, a $2,000 increase over the 
1940 budget. 


KSFO Appoints Tyler 
KSFO, San Francisco, has ap- 
pointed Haan J. Tyler, formerly 
southern California manager for 
Free & Peters, as sales manager. 


| 


Lincoln Names Goulston 


' 

| Lincoln Oil Company, Mount Ver- 
non, N. Y., has appointed Goulston 
Company, Boston, to direct adver- 
itising of its fuel and lubricating 
oils. Newspapers, radio and direct 
mail will be used in 1941. 


] 
| 


No Dues for Service Men 

| Members of the Rochester Ad 
Club reporting for military duty 
| will be placed on an inactive status 
| in the club and their dues will be 
waived while they are gone. 


Names O'Dea, Sheldon 
Propper McCallum Hosiery Com- 
pany, Northampton, Mass., has ap- 
pointed O’Dea, Sheldon & Canaday, 
New York, to handle its account. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


And, beyond all question, 
Brunswick distribution of $50,000 
prize money in an eight-week car- 


nival is getting increased business | 


for Brunswick’s customers, the 
alley proprietors. The money is di- 
vided into 17,526 prizes, a total of 
2,190 for each week of the carnival. 
And whether you're a beginner, an 
average bowler or a 200 bowler, the 
carnival rules take care to see that 
all get a fair crack at the money, 
ranging from six grand prizes of 
$1,000 each to 600 $1 bowling cou- 
pon books. 


Aims at Off-Time Business 


As Brunswick points out, the 
“backlog” of every alley proprietor 
is league bowling and in many 
establishments it takes up the entire 


evening week-day play. The only | 
plausible time for increasing bow]- | 


Ing participation, 


therefore, is on 


_ 


| INTERNATIONAL 


PRINTING PAPERS 


_ 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


| Made by 

| INTERNATIONAL 
| PAPER COMPANY 
220 East 42nd Street 
| 


NEW YORK, N. Y. 


CHICAGO 


| BOSTON CLEVELAND 
— 


es 


this | 


| EVER IN HisTORY has time been so precious. 


} 
| 
| 


Never before has leisure been such a luxury. 


| The men directing America’s destiny know this 


best .. . Management is fighting the clock. 


| 
| Today’s business news, today’s business facts, the 


play-by-play reports of a nation in the process 


of building up its 


greatest single industry ... 


won't keep. The supreme business question is 


“What's going to happen Tomorrow?” 


cae ME o-0% 


“What became of Yesterday?” 


And that is the source of Business Week's unique 


magazine strength! 


For. the pages of 


this magazine represent the 


ACTIVE 


" 4 
3 4 gd . 


& 


maximum of accurate news 


... the most important thing in the world 


handling. The span 


from Editorial Rooms to Management reader is 


only 36 hours. No other m 
to serving so much of Man 


And back behind that spee 


agazine comes close 


agement so fast. 


d is rare authority. 


Here is a magazine that Management uses in its 


daily job. 


Here time and fact combine to give this maga- 


zine unusual power. 


Small that 
months have seen Business 


wonder, then, 


1940's 
Week’s advertising 


first eleven 


volume increase by 236 pages over 1939! 


Vo wonder it is growing six 


times as fast as the 


average of the rest of its field! 


iraineos W foak 


MANAGEMENT'S MAGAZINE 


ey. 
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Some Fashion Notes 
For the Male Sex 

What men’s appareldom wants in 
sportswear for the spring and sum- 
mer of 1941, as revealed in a survey 
by Men’s Apparel Reporter, is de- 
tailed in the November issue. For 
1941 the preferred jacket model will 
continue to be the three-button 
single breasted, notch lapel version. 


Easy body construction with straight | 
hanging front showing some chesti- | 


ness and little suppression will be 
universal. Plain backs will continue 
with or without center vent. Every- 


where, except in the territory tied | 
to the southern California influence, | 


natural shoulders will be in order. 


Hollywood favor. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


The built-up shoulder continues in | 5U™™er. 


lers for 1941. 


Sell HOTELS 


t 


THE HOTEL MONTHLY 


Vrember ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 


Little change is anticipated in 
fabrics in sport jackets: Shetlands, 
tweeds, cheviots, flannels, home- 
spuns, and gabardines head the list. 
Browns, natural camel, soft mix- 


tures, and pastel shades predomi- | 


nate in popularity; Glens and over- 
plaids are looked upon with increas- 
ing favor, though 80 per cent of 
volume is expected to be in pattern- 
less fabrics. Ice cream colors are 
well thought of in the South and 
Southwest. Shades of blue are 
expected to run a two-to-five second 
to tans and browns; green is way 
off in all types of clothing. 

The biggest slack season in his- 
tory is looked for next spring and 
Wool garments at $7.95 
and $8.95 are looked upon as lead- 
Prices, however, will 


|range to $20 and $35 in high-quality 


outlets. For the most part, wash 
slacks are believed to be in eclipse 
behind cheap washable ensembles. 
Fabric preference runs heavily to 
gabardines, both wool and cotton. 
Tropical weaves in worsted and 
spun rayon mixtures, and cotton 


| improve most—with pastel color- 
|\ings in demand. Traditional grey 
‘and brown flannels are expected to 
| improve. 

Brown and tan will be as big in 
slacks as in other sportswear with 
| the advantage to brown. Green and 
blue will run evenly about fifty per 
cent behind the leaders. With the 
exception of an 
|for pleats, there will be no model 
variation over this year. 

Although some manufacturers 
feel that ensembles will fall off 
badly next year, retailers in general 
expect an increase of at least ten 
per cent. The single model of any 
consequence is the  in-and-outer. 
Colors will run in order: tan, blue, 
and green. Five dollars will be th 


popular priced garment, with only | 


odd numbers to sell above or below 
that figure. 

In the sport shirt line, fabrics 
with rayon content will be the 
dominating factor, with nothing else 
a close second. The preferred weave 
will continue to be gabardine, with 
so-called tropical construction fol- 
| lowing. Plain colors will prevail 
|with pastels leading the parade. 
Long sleeves will be on the increase. 
Over-the-head models are _ taboo, 
lexcept in rogue type and basques. 
|Convertible collars are on the rise 
and held dangerous by the retailer. 


increasing vogue | 


|price, followed by $1.65 and $1 
‘numbers. Colors will follow the 
‘tan, blue and green sequence i 
'popularity with white showing onl) 
a 15.5 per cent preference. 


‘Reduces Power Cost 
'With Diesel Plant 


Industrial publications these days | 


are giving considerable attention to 
|the use of Diesel power in manu- 
|facturing establishments of nearly 
every character as well as in motor 
|transportation. The point of these 
stories is unanimous—lower power 
icosts. Harry F. Utley, assistant 


‘editor, Pit and Quarry, relates the | 


experience of the Dolite Company, 
|Toledo, in the November issue of 
| that publication. 

| The company’s product is roasted 
dolomite and all the equipment used 
lin its production, including two 
rotary kilns and coolers and a huge 
rotary drier, is electrically powered. 
Power was originally purchased 
from the local utility whose rates 
were not unusually high as power 
utility power costs go, but still 
higher than the company felt it 
could pay even with a small de- 
crease. This together with some loss 
suffered from disruption of service 
during storms causing damage to 
| kilns led to the company’s installa- 
jtion of an eight-cylinder 625-hp. 


and spun rayon are expected to|Two dollars will be the popular |Superior Diesel engine which went 


HOUSTON NEWSPAPERS 


la 


Mena are from Publishers’ Statements to the Audit Bureau of 
Circulations for the Six Months Period Ending Sept. 30, 1940 


The Houston Chronicle ..... 
The Houston Post ......... 
The Houston Press 


{_ CITY CIRCULATION | 
Daily 

67,968 

55,891 


48,682 (No Sunday Edition) 


Sunday 
68,326 
63,770 


The Houston Chronicle . 
The Houston Post ......... 102,709 
The Houston Press 


[TOTAL CIRCULATION | 
Daily 
... 117,082 


ise) 26 68 


62,187 (No Sunday Edition) 


Sunday 
118,817 
114,316 


HOW THE HOUSTON CHRONICLE LEADS — 
| The Houston Chronicle Leads The Post by 12,077 
City Dolly | The Houston Chronicle Leads The Pressby 19,286 
daa The Houston Chronicle Leads The Post by 14,373 
we oy The Houston Chronicle Leads The Pressby 54,895 
City Sunday | The Houston Chronicle Leads The Post by 4,556 
Total Sunday { The Houston Chronicle Leads The Post by 4,501 


THE HOUSTON CHRONICLE 


Largest Daily Newspaper in Texas---Morning or Evening 


THE BRANHAM COMPANY 


R. W. McCARTHY 


National Advertising Manager 


National Representatives 


|into operation last August. 

| The figures on costs show that 
'purchased electric energy over a 
four-year period averaged 1.61 cents 
per kilowatt-hour, whereas the Die- 
sel plant is generating requirements 
}at 0.875 cents per kilowatt-hour. 
The reduction of nearly 46 per cent 
takes into consideration every con- 
ceivable cost item, including labor, 
supplies, fuel, lubricants, and de- 
'preciation on the investment, says 
the author. 


Illinois Production of 
Oil on Decline 

Illinois has long since proven its 
ability as an oil producing state but 
it has also given indications that its 
staying powers are not sufficient to 
make it a continued threat to the 
peace of the marketing end of the 
oil business, Harry F. Simmons says 


in The Oil and Gas Journal for No, 
7. From a high of 518,000 bbl. per 
day during the last week in June. 
production dropped to 348,000 bp) 
during the first week in November 


and it is expected to near th, 
300,000-barrel mark by the end of 
| the year. 

Unfortunately, no major fields 


|have been discovered in the south. 
'ern Illinois area, and at the presen; 
|time none is in prospect. The basin 
area has been intensely prospecteg 


‘and dry wildcat tests are quite 
;numerous. Several of the most 
| promising structures have been 


_completely or partially condemned 
During the first week in November 
there were 383 tests drilling in con. 
trast to 608 listed at the peak during 
the last week in May. Wildcat: 
numbered an even 100, a drop from 
the peak of 128 in March. The yea; 
will mark a peak in the number of 
wells drilled although the margin 
over last year will be narrow: ip 
1939, 3,609 tests were completed in 
the state. It is expected, however. 
that new fields will be uncovered 
during the next several years. 

Initial production of wells com- 
pleted in the state has decreased 
substantially and will probably 
level off at around the present aver- 
age rate of 250 bbl. The comple- 
tions have declined and will prob- 
ably level off soon. The per-we!l! 
production also has fallen and 
expected to continue to fall. At the 
present rate of decline, production 
jat the end of the year will probably 
|be between 300,000 and 310,000 bb! 
| daily and may be even less. But 
even that is still a sizable amount 
of crude oil. 


Lifts Synthetics Ban 


Under the heading, ‘““Rubber Does 
It Better,” United States Rubber 
Company has lifted its taboo on the 
mention of synthetics in its adver- 
| tising in a campaign appearing once 
a month in The Saturday Evening 
Post and Life. Campbell-Ewald is 
handling the copy. 


Two Form Agency 

William J. Haskins and Philip R 
| Bucci, Jr., have formed the Ameri- 
|can Press Syndicate with offices at 
| 5236 Irving street, Philadelphia 


ITEM: 


jobs seek men 


The ill wind 


‘Man bites dog’ 


9 
—_— 


' 


of war has blown good to the 


consumer market of Toronto in the matter o! 
re-employment. The classified columns of The 
Evening Telegram each day carry an ever- 
increasing number of advertisements of em- 


ployers seeking men. 


tions, since 
accelerate as 


in 
buying-power 


tising, at this 


This reversal of condi- 
the depression period, will 
the vast production program: 


| gain momentum. Already the resulting increas 
wages has 


greatly enhanced consumer 
and retail sales in the Toront: 


market are rising steadily. Newspaper adver- 


time, should be broadened and 


ntensified, and 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


NEW YORK: Dan A. Carroll 


CANADA 


CHICAGO: John E. Luts 
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INDUSTRIAL MARKETING AND 
THE MARKET DATA BOOK 
FORM THE PERFECT COM- 


BINATION FOR BUSINESS 
PAPER ADVERTISERS 


7e- 


MARKET DATA BOOK? 


7 


ea ; 


FRE 


Picture of man trying to prepare business 
paper advertising schedule without his MAR- 
AET DATA BOOK, 


400 PAGES OF MARKET INFORMATION, 
ADVERTISING RATES ano CIRCULATIONS! 


INDISPENSABLE TO BUSINESS PAPER ADVERTISERS 


Is your product best handled through an industrial distributor, a manufac- 
turer's sales agent or a wholesaler? In your field, what percentage of 
total sales volume is accounted for by each of these distributive factors? 
Which state has the greatest number of outlets for your product and which 
state accounts for the biggest volume of sales? Is this ranking likely to 
change? 

What new processes or trends will directly affect manufacture and distri- 
bution in your field? 

What new trends in other and perhaps unrelated fields may have a bear- 
ing upon your future sales volume? 

How much of an effect will the national defense program have upon your 
sales or your supply of raw materials? 

What are the most likely new fields in your line open for market cultivation? 
Is your potential market fully covered by your present distributive organi- 
zation? 

How much of total industry volume is accounted for by your company? 


You'll find the answers to these and scores of other pertinent questions in the 
1941 MARKET DATA BOOK. It also contains the advertising rates and circula- 
tions of all the business and trade papers that you would use to reach your mar- 
kets. So, you can see that when considering and preparing a business paper adver- 
tising schedule, THE MARKET DATA BOOK will be your most valuable assistant. 


EF To INDUSTRIAL MARKETING susscrigers 


In each issue of INDUSTRIAL MARKETING you'll find outstanding 
discussions on the advertising, selling and merchandising problems of 
companies manufacturing machinery and equipment for industry and 


..« hints on catalogs, sales letter stimulants, merchandising plans and 
scores of other subjects that are of vital concern to every company 
doing industrial advertising. 


Your $2 subscription to INDUSTRIAL MARKETING entitles you to a 
copy of THE 1941 MARKET DATA BOOK—the best “buy” of any 
publication serving the advertising field. 


business. Each issue is replete with ideas and suggestions that will a Ay 
increase the effectiveness of your advertising and selling campaigns —6 f 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 


Please enter my subscription to INDUSTRIAL MARKETING for one year— 
13 issues, including the special Market Data Book Number—beginning at once. 


For one year ($2)... sao of Gy CO SURE TEE. . cc seccccue 

| enclose my check in full payment ; or, send me a bill 
Name Title 
Company 
Address 


City and State 
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Wilbur-Suchard 
to Gray & Rogers 


Wilbur-Suchard Chocolate Com- 
pany, Lititz, Pa., has placed its ad- 
vertising account with Gray & 
Rogers, Philadelphia. 

The company manufactures Wil- 
bur Buds and many other Wilbur 
and Suchard chocolates. 


Astrologer Heads Firm 


Astrological Publishing House has 
been established, with offices at 19 
W. 55th street, New York, to spe- 
cialize in the publication of books, 
brochures and magazines concern- 
ing astrology and its' branches. 
Helene Paul, astrologer and lecturer, 
heads the new company. 


PPS err eee errr eee eee eww 


| NEWSPAPER BUILDS : 
ITS OWN GREAT CITY | 


} The New Haven Register with 
‘ Connecticut’s largest circulation has 
named its unique test market, “Reg: { 
‘ ister City.” It has a population of § 
> 342,000 reaching 97.7% of Greater | 
‘ New Haven’s families. “Register ¢ 
City” also includes 32 nearby towns, 7 


All-Year Club 
Swings to Health 
as Major Appeal 


Los Angeles, Nov. 27.—California 
climate has more than met its 
match, at least in the new advertis- 
ing copy of the All-Year Club of 
Southern California, in the superior- 
ity of Southern California as a place 
in which to remedy “nerve fatigue, 
edgy tempers, depression.” Climate 
comes in for a share of attention, 
however, as a contributory factor in 
turning a case of jumping jitters 
into sweet reasonableness. 

The reason for the switch after 
years of “scenery” and “climate” 
appeal is attributed by Ross Welch, 
chairman of the All-Year Club’s 
advertising committee, to the gen- 
eral state of tension and “war 
nerves” in this country. It was 
thought that this might have an ad- 
verse effect on travel, that people 
would be inclined to stay close to 


the current campaign places major 


emphasis on the health and welfare | 


theme, rather than on pleasure. 
Adopts Magazine Style 


One piece of copy for Time head- 
lines a “Memo to the Editors of 
Time from Southern California” and 
then, in Time style, proceeds to tell 
the editors how the raveled sleeve 
of care can be nicely mended by a 
winter vacation in Southern Cali- 
fornia. “Lest Time editors (and 
their readers) mumble ‘overstate- 
ment,’ herewith highlights of the 
case for Southern California,” it 
says, whereupon copy launches into 
the customary list of Southern Cali- 
fornia delights. The winter “Sun 
Festival” also comes in for attention 
as a further inducement to travel- 
ers. 


Other Magazines Scheduled 


Other copy running in Atlantic 
Monthly, Harpers, Life, National 
Geographic, The New Yorker, The 
Saturday Evening Post and Vogue 
suggests Southern California as the 
beauty spot in which to regain lost 
energy, featuring such headlines as 
“To the Man Who Packs the Load,” 
“Have You Been Snapping at 


a 


ALL-YEAR CLUB EMPHASIZES HEALTH 
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All Teer Cheb of Southern Cotifornie 


y extending into four counties. The q|home and deny themselves normal | People?” “Are You Working Too 

> Register covers 82% of “Register | pleasure travel. “In fact,” said Mr. |Hard?’”, and then goes on to explain 

, City’s” families. Send for brochure. § Welch, “such an effect has already | the benefits of a restful winter vaca- 
ES ee eee {| been felt by many resorts.” Hence |tion in Southern California. 
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Ls Nine Months Comparison Shows 


Detroit Far Ahead of National Average ee — —— 


in Important Business Gains! 


A changed emphasis in copy, switching from the "fun" theme previously used to 
a new ‘save your health” appeal, features current magazine copy for the All-Year 


f Club of Southern California. 
National _ Detroit 
ationa etro . ° 
F actory Employment ------ 7% UP 12% UP Pettengill to Paramount NBC Cashier to Sell 

Be ee H. W. Pettengill has been ap- Rudi Neubauer, who has been a 
id pointed advertising manager of|cashier in the Central Division of 
rail aa . "7 Detroit ene Sere Inc., Miami. | National Broadcasting Company in 
ationa etroi e succeeds Karl Roller, who re-|Chicago, has turned salesman. He 
Sala Factory Payrolls TTT Te 14% UP 16.1°% UP ae signed. will become a member of the spot 


sales department under M. M. Boyd. 


NAB Issues Sales Stud i ie Mae, 

Study No. 9 just released tf the | To Cecil & Presbrey 
bureau of radio advertising of the Jel-Sert Company, Chicago, has 
National Association of Broadcast- | named Cecil & Presbrey, Chicago, to 
ers gives four case studies of results | direct advertising of Jel-Sert, Fla- 
from radio advertising. Vor-Aid and Macamix. 


Detroit 
21.9% UP 


> Check Transactions...-..... Se 


Passenger Car Sales ....... @@ National 

sos sialiaeee a) se YOUR OPPORTUNITY 
+ ae xs “_— mane TO GIVE AND RECEIVE 

Depart Bales: fF | ~ National a te AT THE 


SAME TIME! 


Buy one case of 100 Proof 
SOUTHERN COMFORT from 
your liquor dealer. Give these 
beautifully packaged SOUTH- 
ERN COMFORT bottles to your 
friends for Christmas. Send us 
the receipted invoice from your 
dealer, showing serial number of 
the case. 


. 


MR. SALES MANAGER, take a good look at the charts 
above. They picture for you the great activity now taking 
place in one of America’s most outstanding markets. It’s a 
vast market, built around whirling factory wheels and smoke- 
clouds billowing from the giant stacks of great industries—a 
market of hundreds of thousands of working men and women 
drawing high pay regularly—of housewives and heads of 
families with money to spend now for a myriad of things 
they want and need. 


You will receive absolutely 
free ... by prepaid express .. . 
the SOUTHERN COMFORT 
LIQUIDIZER. Two speeds: 8,000 
r.p.m. and 12,000 r.pm. AC-DC. 
A $15.00 value, guaranteed for 
one year by its makers, the 
Knapp-Monarch Co. 


No, this is not a word picture of a salesman’s Utopia. 
IT’S A PICTURE OF DETROIT...TODAY! And, that’s 
not all the story. This great market can be adequately and 
economically covered with a single newspaper, The Detroit 
News! The News, by itself, reaches 6314% of all the homes 
of the city taking any newspaper regularly, has 80.5% of its 
total city and trading area circulation HOME DELIVERED 
by exclusive Detroit News carriers, and enjoys the largest 
ABC recognized home delivered circulation of any newspaper 
in the United States. 


For Once It's True . 


GIVE AND YE 
SHALL RECEIVE! 


This offer is good as long as 
our supply of 100 Liquidizers 
lasts, and is limited to executives 
of advertising agencies and busi- 
ness firms not connected with 
the liquor industry writing on 
their own stationery. Not valid 
in states where premiums are 
contrary to law. 


SOUTHERN COMFORT CORPORATION 


503 PIERCE BLDG.—ST. LOUIS, MO. 


r __ The De Ppt he News 


THE HOME NEWSPAPER 


er a om yee oar Pre in 7 uly pd fF 8 pe ; 5B aah et ; ‘ae Pages mee : a + i : ms fers xa ry ms 
Ce] 3 soe ee ix: . ke Re Ley : 2 So hs Sana oe Ee § es 
Fee pe % verre J < els Pas Ae . baits < a 4 wilt facial rece oS a - Fe ee a ee, ren ” : a 4 a oc ai a aa argh oe see ¥ 
, “de 
28 ee Pe 
q - j — ——— ee LL , 
bits S . x 
| ee | N i \ a > : - a 
Le ba: . Bee ft A 
ey SCA te ae tes 3 = *., : 
cs hb mo _ 4% ee 33 
; a | es A pega: = 3 ee : ma ty 
> iE | e ae. re feos oy 4 
| :  <  os : , 
* bie - me at = 
oI] 3 | : 4 A 
, | - 
J “A ram * 
-. Sallasliataties | | — Sree 
oi — . as ™ 
a | is cen OO ll 
TER . j ee ie, 
| PE en ee 
‘ ee RR ee 
¥ a eee dia - - . 5. 
<.- Od. etl ase Cal Pa pnw: hb es 
| — poem é 
y a) Go i 
: } Ley x Neg ——< BO ig oe ial i i ' 
3 J - ed va ary r —— — 
; ae ae “ . 
ne — ° —< A a on 
» ne : an " es 
a Mp. si Sais - 
| Ti OR : * nai ties cat C 
” 7 j pase % iat “Rep 2 eee a sales ba 
me Se ee hey” ay r pe . " 
* é S Bare - -_ 
pike tt — Di 7 
* By tent, ae 1 an rive j € & * 
a gv nm ode 4 _ x ” en 4 ay ‘ ra . > ° 
F Se So ee aes ‘ ws 
4 5 - : Dig: rv ae aie . : . - 
a 7 me se Pe Re: “ ‘ 
a = yee . 
a ' wae ' - ein 
| Car ee . gg 
| ~ th a, Cee 
| pe ee 
auf oe ee >< y - . - : 
; — . 
; a 
You've had « pretty steady diet CU Po mupeartia! facts avaslable only 
of tension and pressure this past Something net predet Commmumnety 
year. NOW is the ume to give your- away from vou 
sf a breathing spell~ awiater vaca- PASTER TRAVEL! Today. ooo 
: } thon ~that will send wou back to face from New York, Southern Califor 
} thefuture with snap auc energy. It's ma 18 post overmght by plane, 24 to 
a sound business mvescment Sedave trv train, 4 to 7 bv autoor bus. 
Most important of off is to eet Casts average 22.8 & ander those of 
clear away. We sabemit that Sopth- 20 other leading U.S. resorts. Ace 
era Caliornsa’s winter “Sun Fee. commodatiions tor every taste and 
teoval” offers vou a more complete budget in Low Angles, Glendale, ee 
: thange than any other American Beverly Hills, Pasedena, Pomera, Come 10 Uubiforaia far 0 ghavinan conation, 
resort. Even the eryp out here will Holivwoud, Senta Montea, Long Artvene anvane nat to come cashing camping 
“4 give you a new perepective of yuur Reach and other civesof Los Ange- dnnae, Quo ar a happiness Gye fersenteee 
Counts, Of events, on yourself les County aod 1s newghbens 
FREE - MAIL COUPON TODAY 
z a - a j , — Yes, peck your begs anid join in FREE: Avtometic Trip Planner pr ere! aa A 
the fun. Bake ont your wornes un- Your S ro Cablforma try se aw prop Halt Se : 
deta tog wimicr sun that holds daw- 5 Lew Angetes, Calif. : 
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tamed desert oases. Spin out to the i rome by G suim, O ral, C plane, } 
smart races at Santa Anita. Find the FD Se. O specu. Saeed Ses 
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Three charts representing the growth of 
Consumers Cooperative Association of 
North Kansas City, Mo., since 1929. 
While no figures appear on the bottom 
chart, showing sales volume, the figure 
on this chart for the 1940 fiscal year, 
ending Aug. 31, represents sales of 
$5,110,163. 


Lugene Begins Campaign 

Lugene, Inc., New York prescrip- 
tion optician, is introducing a new 
lipstick lorgnette with a campaign 
in Harper’s Bazaar, The New 
Yorker and Vogue. When folded 
the lorgnette is the size of a lipstick. 
Wesley Associates, New York, is the 
agency. Country Club Frocks, New 
York, has appointed the same 
agency to direct its account. 


Many, Blanc to Black 


Many, Blanc & Co., Chicago, Du- 
Bouchett cordials, has appointed the 
W. L. Black Advertising Agency, 
Reading, Pa., to handle its advertis- 
ing in monopoly states, using news- 
"i outdoor posters and direct 
mail, 


Tate to “Boxoffice”’ 


Hal Tate has been appointed cen- 
tral editor of Boxoffice, in Chicago, 
succeeding Gene Rich, who has 
joined the exploitation staff of 
Metro-Goldwyn-Mayer Pictures in 
Chicago. 


Venard to KMPC 


Lloyd George Venard has been 
named Eastern representative of 
KMPC, Los Angeles, with offices at 
101 Park avenue, New York. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


Wisconsin Codes 
Declared Invalid: 
Flay Legislature 


State Official Orders 
Return of $20,000 in 
Assessments 


Madison, Wis., Nov. 26.—As the 
result of a ruling Nov. 20 by the 
state supreme court holding uncon- 
stitutional the state barber’s code, 
which set the price of haircuts at 
50 cents and regulated working 
conditions in the industry, Ralph E. 
Ammon, director of the department 
of agriculture, on Nov. 22 ordered 
the immediate suspension of the 
beauty parlor, shoe rebuilder and 
cleaning and dyeing codes, as well 
as the barber code, and the return 


of about $20,000 in assessments. 

Ever since the enactment of the 
first code law in 1932 the codes have 
had rough going in the courts. The 
first law was held unconstitutional; 
the second, passed in 1934, was up- 
held and re-enacted in 1937, and 
now the 1939 law has been invali- 
dated. 

The present case reached the high 
court on an appeal by the state 
from a decision of Circuit Judge 
Gustave Gehrz2, Milwaukee, which 
refused to enjoin a Milwaukee bar- 
ber from operating his shop until he 
had paid the license fees required 
by the code. Judge Gehrz ruled the 
code unconstitutional. 

The decision, written by Chief 
Justice Marvin B. Rosenberry, criti- 
cized the legislature as follows: 

“It was apparently the legislative 
purpose to enact a law as to the 
constitutionality of which there was 
substantial doubt, and then by the 
insertion of an all-inclusive severa- 
bility clause, authorize the court to 
whittle down the law so as to bring 
it within the constitutional field. 


“This is a method of law-making 
not contemplated by the constitu- 
tion. The constitutional mandates 
apply to the legislature as well as to 
the courts. It is as much the re- 
sponsibility of the legislature to 
enact valid laws as it is the duty of 
the courts to pass upon their valid- 
ity after they are enacted.” 

The law provided that codes 
should be in effect in all cities, 
towns and villages with a popula- 
tion of more than 5,200 in counties 
of over 30,000 population. 

Pointing out that cities such as 
Ashland, Antigo, etc., had more 
than 5,200 population but were in 
counties of less than 30,000, the 
decision declared: 

“We see no 


conceivable basis 


upon which cities may be thus clas- | 


sified by counties. The business of 
barbering in these cities is no dif- 
ferent from the business of barber- 
ing in like cities in more populous 
counties. 

“It is considered, therefore, that 
the classification of cities by coun- 
ties fails to conform to the consti- 


tutional requirements.” 

The court further ruled that “the 
authority to eliminate unfair meth- 
ods of competition and unfair trade 
practices is a very limited and spe- 
cial power,” and held that the 
legislature had delegated its power 
to an administrative department, 
which it ruled is contrary to the 
constitution. 


WIS Joins Red Net Dec. 15 


WIS, Columbia, S. C., which will 
begin operating on a new night 
power of 5,000 watts in the near fu- 
ture, will join the Red network of 
the National Broadcasting Company 
Dec. 15. 


FREE withveer 
first Order 

Jar and Brush FREE with your first order 
S$ S Artist Rubber Cement. Nationally 
weed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Frishets use $ $ Spe- 
cial Frisket Cement, $3.50 per gal 


©S)RUBBER CEMENT CO. 


3438 No. Halsted St. CHICAGO, ILL 


QUADRUPLE PRIMARY SERVICE [AREA 


Here’s important radio news. 
WROL, Knoxville, quadruples its present power—a power- 
Frequency is changed from 1310 kilo 


boost to 1000 watts. 
*=cycles up to 620 kilocycles. 
1000 watts at 620 KC. 


population. 


the opportunity to obtain the 
at once with the nearest John 


—— 
REPRESENTED 
NATIONALLY BY 


What a break for WROL. Its pri- 


mary service area more than quadrupled in size, doubled in 


What a break for Tennessee Valley listeners. 
-and thousands of them will now get WROL’s outstanding 
» Red and Blue radio programs better than ever before. 

And what a break for WROL advertisers 

ing WROL or placing orders prior to February 1, 1941, have 
wrevailing low rates. 
slair office for current avail- 
abilities, including new AP news broadcasts. 


THE VALUE 


Effective in December, 


Thousands 


Those now us- 


Check 


New Directional Beam 


Antenna Gives Valley- 
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McDermott Shifted 


A. A. McDermott has been shifted 
from the Toronto to the Montreal 
office of Joseph Hershey McGillvra 
as manager. The Montreal office of 
the radio representative has been 
moved to larger quarters. 


Brewery, Bank to BBDO 


Minneapolis Brewing Company, 
maker of Grain Belt beer, and Far- 
mer & Mechanics Savings Bank, 
both of Minneapolis, have appointed 
Batten, Barton, Durstine & Osborn 
to handle their accounts. 


“Golf” Adds Whelan 


John C. Whelan, for the past six 
years with the New York Sun, has 
joined the advertising staff of Golf. 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
We are prepared to assist advertisers and 
advertising agencies in reaching this impur- 
tant and lucrative market. 
Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


14,000.000 (14 million) Negroes in the United 
States spend $2,000,000,000 (2 Billion Dollars) 
annually 

ARE YOU GETTING YOUR SHARE OF THIS 
BUSINESS? IF NOT—CONTACT US—WE CAN 
ASSIST YOU. 


New Car Models 
Unlikely in ‘41, 
Macauley Warns 


Detroit, Nov. 28.—Introduction of 
new models will be subordinated to 
the national defense program in 
1941, Alvan Macauley, chairman, 
Packard Motor Car Company, and 
president, National Automobile 
Manufacturers Association, said in 
a broadcast over the NBC Blue net- 
work last night. B. F. Fairless, 
president, United States Steel Cor- 
poration, one of the other industry 
representatives on the program, as- 
sured the audience that emergency 
demands would not interfere with 
supplies for peace-time uses, and 
Paul S. Willis, president, Associated 
Grocery Manufacturers of America, 
asserted that the food industry will 
maintain a vigil to prevent unwar- 
ranted price raises. 

Mr. Macauley indicated that de- 
mands on motor car manufacturers 
are so heavy that there is little like- 
lihood of any important changes in 
1941 models, unless the situation 
takes a sharp change for the better 
in the coming months. Motor car 
plants are turning out vehicles of 
all kinds for military uses, includ- 
ing tanks and engines, the latter in- 
cluding aircraft power plants. 


All of the speakers agreed that 
industry is far better prepared for 
a war now than in 1917-18, the 
United States coming close to being 
self-contained. In the electrical 
field, it was said, floating power 
plants will insure adequate supplies 
of light and power, regardless of 
possible destruction of existing sta- 
tions. 


Frooman Changes 


A. Frooman has resigned as di- 
visional sales director of Steele- 
Wedeles, Inc., Chicago wholesale 
grocer, to become a special repre- 
sentative for Richmond-Chase Com- 
pany, San Jose, Cal., packer. He will 
make his headquarters in Chicago. 


Thomas, McFadden Rise 


Earl Baldwin Thomas, formerly 
with N. W. Ayer & Son, has been 
appointed vice-president in charge 
of the New York office of McKee & 
Albright. J. A. McFadden, of the 
Philadelphia staff, has been named 
vice-president in charge of radio. 


Doubles Newspaper List 


William S. Scull Company, Cam- 
den, N. J., will double its newspaper 
advertising for Boscul coffee in 1941 
as compared with the current year. 
Newspapers in seven cities in the 
Middle West have also been added 
to the schedule. Compton Adver- 
tising, New York, is the agency. 


fs 


IT PAYS 
TO ADVERTISE 
TO MEN... 


Especially to 


Popular Mechanics’ Readers 


A study by Ross Federal Research Corporation for 


“Sales Management” showed that 74% of men, as 
against 38% of women, had brand preferences. 

A survey by Popular Mechanics showed that 89.7% 
of its readers had brand preferences when making 
purchases of goods for personal use. 

This survey showed, too, that the razor longest and 
most consistently advertised in Popular Mechanics was 


used by over half the readers, both over and under 


twenty years of age. 


Yes, it pays to advertise to the men readers of 
Popular Mechanics. Not only are they responsive to 
advertising but the cost of advertising to them is low. 
Whether you use one page or twelve, the cost per page 


per thousand is under a dollar and a half. 


POPULAR/#WeCHANICS 


200 EAST ONTARIO STREET, CHICAGO, ILL.- NEW YORE - DETROIT - COLUMBUS 
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Getting Personal 7 


John Alden, a.m., Norwich Pharmacal Co., bought a farm at 
Sherburne not long ago. He has his own herd of cattle. And to well- 
meaning visitors to his office he hands a package of book matches 
bearing the words: “The Aldens. Peddlers Welcome. You drink 
milk or bring.” . . 

Malcolm A. Cross, of McCann-Erickson, and Marilyn Cross, of 
John A. Cairns & Co., have a lot in common. Besides having the 
same name and the same profession, they are both engaged—to each 
other. .. — 

When General Electric Co. launched FM broadcasting on a regula; 
basis from Schenectady, dedication ceremonies were conducted amid 
the glare of spotlights, the bursting of bombs, and a carnival atmos- 
phere in general. A “bottle of nothing,” or compressed vacuum, was 
smashed against a lofty antenna tower. Speakers on the first pro- 
gram were FCC Commissioner George H. Payne; Charles W. Wilson, 
GE prexy; Dr. W. R. G. Baker, mgr. of GE’s radio and television dept.: 
and Robert S. Peare, GE mgr. of broadcasting. . . 

Henry R. Luce, the boss at Time, Inc., is serving as a member 
of the administrative committee of Pearl Buck’s China Emergency 
Relief Committee. . . Peter Schaeffer, of the N. Y. Herald Tribune ad 
staff, is honeymooning Emma Langer, daughter of the U. S. Senator- 
elect from North Dakota... 

How to use store displays to put a new sizzle in merchandising 
and increase profits was imparted to a retail training class of the 
Queens Food Dealers Cooperative Association by Val A. Schmitz, a.m. 
F. & M. Schaefer Brewing Co. . . 

J. L. (Pop) Grimes, a.m., Wheeling Steel Corp., is in the unusual! 
position of being able to get in touch with the maestro of the Wheel- 
ing radio show at a moment’s notice. Tommy Whitley, the baton 
wielder, works in the ad dept. His father is a mill worker. . . 


IT'S FOOTBALL AGAIN IN SAN FRANCISCO 


An overflow attendance marked the annual "football day" of the San Francisco 

Advertising Club. At the head table here are Clark Shaughnessy, Stanford coach; 

Al C. Joy, club president and advertising manager of Pacific Gas & Electric 

Company; Harold Deal, advertising manager, Tide Water Associated Oil Com- 

pany; “Stub” Allison, University of California coach; and P. E. Allan, Tide Water 
general sales manager. 


When Dan Ashley was working in Chicago, he was a prime 
favorite with agency men, including space buyers. When Mr. Ashley, 
now advertising director of United States News, paid a visit to his old 
stamping ground last week, the media directors ganged up and acted 
as joint host at a dinner and reception for the prodigal son... It’s a 
boy at the Jack Norths (Aubrey, Moore & Wallace). The youngster 
has been christened John D. North... 

William E. Knox, asst. g. m., Westinghouse Electric International 
Co., was among 25 employes honored with order of merit awards. He 
was cited for his efforts to build export trade and for “exceptional 
qualities of personal initiative and salesmanship.” A. W. Robertson, 
Westinghouse board chairman, in a letter to new and former winners, 
declared that “now if ever your country and your company need 
that ‘over and above’ contribution upon which the awards are 
based.” ... 

Pete Elser, Harvard tackle, is the son of Maximillian Elser, 
J. Walter Thompson Co. press dept. chief and publicist par excellence 
for the annual Horse Show. . . John R. Scotford, Jr., of Denhard, 
Pfeiffer & Wells, Manhattan agency, is engaged to wed... 

Major General Edward J. Stackpole, pres. of the Harrisburg 
Telegraph and official of Stackpole Sons, book publisher, has deserted 
mufti to command the 56th Infantry brigade of the Pennsylvania Na- 
tional Guard, the 111th Infantry, Philadelphia, and the 112th Infantry, 
Kane, Pa... 

John E. Person, pres. of the Williamsport Gazette-Bulletin and 
Williamsport Sun, and E. Arthur Sweeney, pres. of the Greensburg 
Review and Tribune, and secretary of welfare in Pennsylvania, have 
been inducted into membership in the Pennsylvania State College 
chapter of Sigma Delta Chi, professional journalism fraternity. . . 

Gabriel del Pilar Flores, a research scientist holding European 
patents on cold light, has moved from Chicago to the Milwaukee 
laboratory of Henry C. Mulberger, head of the H. C. Mulberger Adver- 
tising Agency, where the investigations will be continued in coopera- 
tion with Mr. Mulberger and Charles Kruse, an expert on electronics. 

Josephine Halpin, radio news commentator over KMOX, St 
Louis, has been given a Chicago & Southern Air Lines award for her 
radio contributions to the progress of commercial, military and civil 
aviation. . . Louis Gilman, head of Gilman, Nicoll and Ruthman, 
newspaper representative, is celebrating his 30th anniversary in the 
business. . . 

Edmund M. Loftus, Paul Block & Associates, and Maurice H. 
Needham, Needham, Louis and Brorby, won the turkeys in the annua! 
handball turkey tournament finals at the Lake Shore Athletic Club, 
Chicago, when their opponents were Roy Sorensen, of Sorensen & Co., 
and W. Raymond Fowler, of Needham, Louis and Brorby.. . 

Phil Taylor, copywriter on the London staff of N. W. Ayer & Son, 
reports at the office on time every morning in spite of serving three 
full nights a week as air raid warden. The agency still pays the rent 


on its London offices at Grosvenor House, although the government 
has taken over the place, furniture, fixtures and all, at the request of 
the British War Department. . . 
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Pinkham Suit 
Bares Details 
of Advertising 


End Testimony in Plea 
for Receivership in Man- 
agement Dispute 


Portland, Me., Nov. 26.—Supreme 
Court Justice Sidney St. F. Thaxter 
today set Dec. 23 as the date for 
filing of briefs in the equity suit 
seeking receivership for the $3,000,- 
000 Lydia E. Pinkham Medicine 
Company, of Lynn, Mass., with Dec. 
31 as a tentative date for oral argu- 
ments. The taking of testimony 
was concluded in the Maine su- 
preme court Saturday. The petition 
for receivership was filed some 11 
months ago by Lydia P. Gove, 
granddaughter of the company’s 
founder, and two others, and a 
$600,000 a year radio program was 
said to have been the immediate 
cause of the action. 

There has been dissension in the 
management of the companv for the 
past 40 years, according to testi- 


HOW TO 


go-lo-loums 


WORTHY ’S Drug Store* is 412 blocks 
from where Worthys live. The proprietor 
starts home several minutes after he hears 
the noon whistle of the mill where son 
George works. Dad, George, the two 
schoolgirls, Mrs. Worthy, and the baby 
can all lunch together that way. Mrs. 
Worthy is used to the whole fine family 
at home for 3 meals a day, and plans on 
it in her shopping, the same as almost 
every housekeeper in any small town. 
Then go to towns by advertising foods in 
THe HouseHoip MaGaZInE...1,825,000 
circulation—largest you can buy to reach 
women in towns under 25,000. 


*An occupational survey of heads-ot-the- 
house in HOUSEHOLD families shows- 
20% own or run retail businesses 
14% are manufacturers or 
factory managers 
12% are professional men 


And in their small towns they are “big 
frogs’ — able and inclined to spend well. 
Also, by reaching retailers at home, 
HOUSEHOLD strongly influences those 
who sell what you advertise. 


TRUTH re FICTION 


Edward J. O’Brien compiles the annual 
volume of THE BEST SHORT STORIES. 
This top authority has been ranking 
HouseHo Lp short stories first by far, 
among mass circulation women’s maga 
zines. Not one has approached Housr- 
HOLD’S rating in 1940, 1939, 1938. In 
these years 22°% of all HoUSEHOLD shorts 
won Mr. O’Brien’s “Distinctive” rating 
Six stories were triple-starred, i. e.,"worth 
reproducing in book form.” 


P.S. THE KANSAS MAGAZINE earned 
a 1940 ranking of its own with a story 
contributed by HouSEHOLD’sS editor, 
Nelson Antrim Crawford — proving 
again his mastery of short story appeal 
and technique. He gives HousEHOLD 
readers the best, because that gets their 
interest. To command the interest of 
1,825,000 above-average families, use 
HouseHOLpD. 


THE HOUSEHOLD MAGAZINE, Arthur 
Capper, Publisher, Topeka, Kansas. New 
York, Chicago, Detroit, San Francisco. 


Product tests 

made in an 
actual home! 
...the famed 
HouseHotp 
Searchlight ! 


OUTDOOR HEAD 


E. C. Donnelly, Jr., president of John 

Donnelly & Sons, Boston, who was elected 

president of the Outdoor Advertising 

Association of America at its recent an- 
nual meeting. 


mony last week of Arthur W. Pink- 
ham, president of the company and 
grandson of the founder. He was 
called to the witness stand by op- 
posing counsel. He had been de- 
scribed by plaintiff’s counsel, Ern- 
est L. Goodspeed, as a “dictator” 
who disregarded the wishes of half 
his stockholders. 

Mr. Pinkham admitted that com- 
pany directors had not voted on ad- 
vertising schedules, one of the major 
sources of company dissension in 
recent years. The Northeastern Ad- 
vertising Agency, of Lynn, Mass., 


had handled company advertising 
until 1936 when it was shared with 
Erwin, Wasey & Co. The latter took 
over the entire account in the mid- 
dle of 1937 and one of its major 
creations was the radio program, 
“Voice of Experience.” 


Cut Advertising Expenditures 


Testimony presented in the case 
allegedly showed advertising ex- 
penditures were cut from $86,000 a 
|month in 1938 to $7,450 in 1940. 
|Mr. Pinkham testified that he dis- 
continued the publishing of 30,000,- 
1/000 advertising booklets in 1935 
without conferring with company 
| directors. These booklets, he said, 
|; were printed on. the 
presses for 25 to 40 years. Their 
j}annual cost was placed at $240,000 
| As an advertising substitute Mr 


composed of company stockholders, | 


| 


| 


company’s | 


Pinkham said he contracted for the | 


“Voice of Experience” radio 
gram for between $10,000 and 
$12,000 weekly. He said he spent 
$992,000 before canceling the pro- 
gram in December, 1939. 

Company sales have increased 22 
or 23 per cent over 1939, Mr. Pink- 
ham testified. He said that Miss 
Gove as well as other co-plaintiffs 
not only had refused to 


that all advertising 
placed through the 
agency. 
substantiate Mr. Pinkham’s testi- 
mony with charts purportedly show- 
ing that the company consistently 
lost money while the Northeastern 
agency handled the patent medicine 
advertising. 

Traces History of Fund 


Pinkham’s 


contracts be 
Northeastern 


Mr. testimony traced 
| the 

|its founding in 1882 when it 
incorporated under Maine 
Co-plaintiffs with Miss Gove 


Rae E. Renahan, of Lynn, 


was 
laws. 
are 


attend | 
directors’ meetings but had insisted 


Company counsel sought to | 


history of the company from | 


pro- | 


| 
| 
| 
| 
| 


Mass.., | 


assistant treasurer of the company, | 


and Mildred A. Wilder, also of 
Lynn, vice-president. Miss Gove 
| controls half of the company’s stock 
| while Mr. Pinkham and two broth- 
}ers hold the other half. 

Counsel 
| the alleged payment of $165,000 in 
attorney fees by President Pinkham. 
| Mr. Pinkham said he hired Attorney 
Joseph W. Worthen, of Boston, on 
a retainer basis to protect the com- 


eral 


food and drug act and price 
maintenance plan involving 42 
states. He told the court he agreed 


to pay Worthen $1,250 on the fifth 
of each month and that Worthen 


clashed frequently over | 


pany’s interests relative to the fed- | 


could sue if not paid by the 14th. 

Mr. Pinkham said employing 
Worthen removed all doubts as to 
management of the business, mak- 
ing of advertising contracts and 
formulating other policies. He tes- 
tified that he personally advanced 
Worthen $66,000 when the treasurer 
refused to pay a $75,000 fee. The 
money, Pinkham said, was advanced 
on assignments for services to the 
corporation and not to himself or 
his brothers. 

Mr. Pinkham told the court the 
company withheld $1,000,000 for 
surplus before declaring dividends. 
Dividends totaling $4,462,000 were 
paid between 1925 and September, 
1940, according to evidence. 


Directors Don’t Meet 


Mr. Pinkham testified that he had 
made several attempts to get the 
directors together in 1938 and had 
tried to have part of the $1,312,000 
company surplus at that time dis- 
tributed among the stockholders in 
accordance with the by-laws. How- 
ever, he said, he was unable to get 
the directors together to vote on 
his suggestion. 

Miss Gove testified that she be- 
lieved the company was “in great 
danger” ever since her uncle became 
president. She told the court she 
brought proceedings “because I 


| plished” 


and beneficiaries for which I am 
responsible.” Concerning the fam- 
ily friction, she said it “would be 
futile and nothing would be accom- 
by conferring with the 
Pinkhams. She said a Massachu- 
setts injunction ordered her not to 
interfere with the company affairs 
since May, 1939. 

Miss Gove testified she is either 
owner, trustee or co-trustee of all 
the Gove family stock which com- 
prises half the total. Mr. Pinkham, 
who finished testifying Nov. 23, 
said he could not recall the two 
groups ever voting other than in 
separate blocks when there was a 
difference of opinion. 


McKay-Davis to HGC 

» The McKay-Davis Company, To- 
ledo, maker of effervescent products 
to private formulas, a company re- 
cently acquired by C. E. Jamieson & 
Co., Detroit manufacturing chemist, 
has appointed Holden, Graham & 
Clark, Detroit, to handle its adver- 
tising. Parker Holden is account 
executive. 


NOBA to Stewart-Jordan 


The National Oil Burner Associa- 
tion has appointed Stewart-Jordan 
Company, Philadelphia, to handle 


advertising for the annual show at 
|Convention Hall, Philadelphia, the 


want to protect the interests, trusts week of March 17, 1941. 


Atlas to Push Wines 


In addition to using newspapers, 
business publications and _ direct 
mail, the Atlas Import & Export 
Company, Philadelphia, producer 
and bottler of Bon Ton and Fruit 
Bowl wines, has contracted for 300 
radio spot announcements to be 
used in five weeks on stations in 
Philadelphia, Pittsburgh, Scranton, 
Wilkes-Barre and Erie. Philip Klein 
Advertising Agency, Philadelphia, 
has just been awarded the account 


Appoints Mrs. Zook 

Katherine H. Zook, assistant cook- 
ing editor of the Chicago Daily 
News for the past year, has joined 
the staff of Harvey and Howe, Chi- 
cago, publisher of What’s New in 
Home Economics. 


Giezendanner Moves 

The Giezendanner Company, 
Houston, Tex., advertising agency, 
has moved from the Citizen’s State 
Bank to the Southern Standard 
bldg. 


WANTED! 


Artists and advertising layout 
men everywhere to investigate 
the Schmitt All-Purpose Drawing 
Table. Its a Jin 1 table of high. 
est quality, yet in the low-price 
field. See it at your dealers or 
write direct to 


SCHMITT & CO. 
1034 14th ST. PLACE DES MOINES, 1OWA 


SAVE 


BY SUBSCRIBING NOW 


NEW BROADCASTING WEEKLY — 


YOU RECEIVE 52 ISSUES 
PRICE OF 24 — PLUS THE 


ANT YEAR BOOK NUMBER tee 


RATES NOW: 1 yr. $3 2yr. $5 
AFTER JAN. 1: 1 yr. $5 2 yr. $8 


a 
_ @ SUBSCRIBE 


2 DOLLARS 


Cad 


News Ma 


number, for only $3! 
Ww 


TO THE BROADCASTING 


FOR THE 
IMPORT- 


gaziné of Radio Advertising 


EFFECTIVE JANUARY 13TH ISSUE 


The coming BROADCASTING WEEKLY is going to be the 
“surprise package” of the year! It's a “must” for the agency 
man, advertising manager, advertiser, and all who have a vital 
stake in radio advertising. The new BROADCASTING WEEKLY 
will keep you informed interestingly and regularly. News and 
ideas that have been “too hot to hold” for just twice a month 
will now come to your desk every week—52 times a year at 
the present low semi-monthly rate! Subscriptions will be ac- 
cepted now for 52 weekly issues, and the important YEARBOOK 
Send no money—but mail the coupon 
NOW.= and save $2 to $3! (Incidentally, here's a swell 
Christmas gift for friends in advertising). 


MAGAZINE 
NATIONAL PRESS BUILDING, WASHINGTON, D. C. 


| accept your special offer to subscribe to BROADCASTING before January | and 
thus receive the WEEKLY issues starting Jonvary 13th, 1941, plus the YEARBOOK 
number, of the PRESENT LOW RATES. Kindly bill me at a later dote. 


C) $3 for 1 YEAR 


() $5 for 2 YEARS 


a ue if vee : cet <n is ‘ = + 3 ey : ar — , aes da ert ie iat 2 ve my se ee A Vames a 23s tes. “A a 
rr : iS # “@ Z ; st Hy y © ay 3) - cee Se - 38 / = ie spk, 3 rere gee a 4 . imi eet = F i, — 
| a ee 31. ji. 
; cuenscenmmmamemmen cae: (arent nammeree, mie ae es 
| . aaae 
La a ve ee a ¥ 
| ~ re = ar 
> : = i 
a - EE gl J “eg | 
: . o ce 
‘a Be , ~ 4 am ie 
ee be * me | ae 3 . 
= | reall | SCC | “Ps 
’ « rie ON . A ie ait : 
ee hen 7x — 
| 
a 
| | ee: | po 
| ee ee 4 
i onsen oO _ 
a  2Nre Ra + 
. 40 lo ONSOr SUCCE ss SU 915 \ 
Mca CUNT “Fr, gpOGRN rant W \ = 
ene f 4X 
an eYS ce, MS , >” 3 
esses’ - ew. we > ae an 
EG, CU 7 
| ODE. ies 
| pe aoe ig 
| BRE ws bias 
—=— : » ee 
| <a iad . : The aie. 
| \ wx ai oe” at. re 7 rn - o 7 = 
5) ntl Som in is 4 
» Oe . ite | id os : z 
i er ee + 
a sans ifr vj i 
. . x | ‘a 
. 4 : 
al CE SC—“C;Cis a 
le 
al ee ’ se 
n, 3 a ‘ ia a 
S, Sie oe i - 
od er : . zo - 
: — ae ¥ et 
T, " 
ce : 
rg : E 4 a # : 
ed 7 * ‘ _ “ig 7 y \ 4 
nd : - 
rg 
an aot - 23 eran : ‘ 
: BS | ; : é | 4 ‘ a ' | | : 
ee 
St. NO 
vil & Be i 
an, Sati | | __| : 2 : 
the >a ~X a 2 _— % ‘ , a a 
H. ? ae - > | , 
val \ t a rh = i ee f a 
ub, > °* es i so. 7 | i. 
“0. j 5 a TF Gs -— | 2 
| kr rss 
4x -- 
on, - ec | Po Po b 
ree | “a i atisieceedinsicnonenssithenntintoins-tesiaastineaenn | 
a ee | ———— 
ant : | ‘ es — — : 
‘ of sf . : a pe - ee : ae hes J a eee = 
SS omy 
ei &, : tk ie A aa sae r ask _ he % Mila ages *s ‘ okt Ae e Pree Ph 4 ‘ < ty : ; is st 4 Bey te gin *. ed oF ger te a : . i. a 6 > ee mk 4 +. igs MAG ci wits - 
ee x + § 4% fe ty = — ipaa yee ao i rly ae im Coes ae Or a vs ; ak ihe 1 ee ee Mens Ain, a SE “: 4 o ; ce! a rg aa = 1 etl ee 


oo “Me, eer | 


ee ss SE ata 


ADVERTISING AGE 


ae = 


December 2, 1949 


MOTHERHOOD HAS LOTS OF AD. 
VANTAGES . . . for example, as a 
mother you wouldn't have to shave 
every day; and you wouldn't be awed 
by the perplexing littl engineering 
problem pictured above; AND—most 
important of all—you'd have a_thor- 
ough, firsthand knowledge of the confi- 
dence that the mothers of more than 
1,100,000 children have in the article- 


and advertisements in Parents’ Mag- 
azine! 

Parents’ Magazine renders an invalu- 
able day-in-and-day-out service to 


mothers in solving the manifold prob- 
lems of feeding, clothing and training 
their children from crib to college. I~ 
hard for a mere man, who may not 
even be a father, to appraise the value 
of this service to mothers. But when 
you have appraised it as nearly as you 
ean, you will understand the reason for 
the reader-heat that Parents’ Mag- 
azine generates and the unquestioned 
mother-allegiance it has won in its 
vears of service. 


Consider the value to advertisers of 
this reader-heat, especially in view 
of the greater needs—and consequent 
greater buying—of conscientious fam- 
ilies with growing children. And then 
you'll recognize the fundamental reason 
for the successes that Parents’ Magazine 
has scored for a long and ever-growing 
list of advertisers. 


Put yourself in the position of a typical 
young mother for just a few minutes. 
and we'll venture to predict that you 
make TWO important decisions: 


(1) that vou'd rather shave every dav; 


and 


(2) that Parents’ Magazine's more than 
560.000 mother-readers are a swell 
audience for the advertising of any 


family, home or household product. 


MAGAZINE 


_ The" Bible” of more than 560,000 
_ Substantial Homes with Children 


«NEW YORK + CHICAGO 
+ ATLANTA + SAN FRANCISCO 


no 


Love Finds a Way 


|Bros., Providence, R. I., as a pin, 
| retailing for ten cents, after suitable 


| the 


| falling in love. 


jand 
| the campaign. 


fo Sell Jewelry 
and a New Fabric 


New York, Nov. 28.—While scores 
of advertisers have sold their prod- 
ucts by appealing to the feminine 
urge to “get a man” or the mascu- 
line desire to attract a maiden, few 
have ever made such extensive use 
of Cupid as a front-line salesman as 
the sponsors of a cooperative cam- 
paign for the “Carry the Torch” 
emblem. 

Thrusting aside appeals to such 
limited segments of the population 
as girls who want to get married 
and boys who would like to be he- 
men, the sponsors will embrace 
virtually everything that lives and 
breathes and walks on two legs by 
appealing to the “love-conscious” 
portion of the populace, thus subtly 
condemning all who refuse to fall 
in line as unsympathetic to the 
cause of love. 

The emblem, consisting of a flam- 
ing torch against the background 
of a heart, was introduced some 
eight months ago by Silverman 


publicity had acquainted the public 
with the idea of joining the Carry 
Torch Club of America. By 
wearing the emblem, members in- 
dicate that they are not averse to 


Will Introduce Fabric 


More recently, Deja Jewelry | 
Company, New York, has brought | 
out the same emblem, studded with | 
rhinestones, to retail for $1, vr 
A. M. Perlman, Inc., New York | 
fabric manufacturer, will shortly | 
introduce a fabric with a “Carry | 
the Torch” design. Silverman, Deja 
Perlman are the sponsors of | 


On the schedule, beginning with | 


| January issues, are Fashion, Glam- 


our, Mademoiselle and Vogue. Copy | 
will play up the idea of enlisting the | 
public in the cause of love, and 
leave it to the individual distribu- | 
tors, such as department stores and | 
specialty shops, to promote the pins | 
and the fabric. Business papers | 
will be used as well as cooperative 


newspaper advertising, spot radio 
and window displays. Saltzman | 
Service is in charge of the cam-| 
paign. 


Cornell Headlines 


Insurance Conference 


Paul Cornell, former chairman of 
the American Association of Adver- 
tising Agencies, will talk on “How 
to Plan an Advertising Campaign” 
at the meeting of the Insurance Ad- | 
vertising Conference at the Hotel | 
Roosevelt, New York. Dec. 5. 

Other speakers will be John B. 
Gontrum, insurance commissioner 
for Maryland, who will talk on 
“Conditions Facing Insurance in 
1941 and How Advertising Men 
Can Help Meet Them,” and Clar- 
ence T. Hubbard, secretary of the 
Automobile Insurance Company and | 
the Standard Fire Insurance Com- 
nany, whose subiect will be “The 
Tnside Story Which Has Never Been | 


Told.” 


EIA Meets Dec. 5 | 


| 

Herbert A. Thompson, director of 
research for Arthur Kudner, Inc.. | 
New York, will talk on “Cony and | 
Copy Testing” before the Eastern 
Industrial Advertisers, Philadelphia, | 
at the Manufacturers and Bankers | 
Club, the evening of Dec. 5. Richard | 
P. Dodds, advertising and sales pro- 
motion manager of the Truscon 
Steel Company, will be the other 
speaker. | 
Issues Printing Guide 

Frank M. Knox Company, New 
York, has published “A Standard 
Guide to Planned Printing,” an 
ibridgement of the Knox plan for 
printing control, for the use of those 
who prepare material for printing. 


Pitman to Cory Snow 

J.C. Pitman & Sons, Lynn, Mass., 
maker of Pitco Frialators, has ap- 
pointed Cory Snow, Boston, to 
handle its advertising Business 


papers and direct mail will be used 


‘Public Service’ 


Program Aired at 
BBB Annual Meet 


Chicago, Nov. 27.—A_ coast-to- 
coast audience last night learned 
about “the public service of private 
business” from half a dozen speak- 
ers in Chicago, Washington, New 
York and Los Angeles who cooper- 
ated in a symposium broadcast by 
National Broadcasting Company in 
conjunction with the annual meet- 
ing of the Chicago Better Business 
Bureau. 

Speakers in the broadcast portion 
of the program, all of whom stressed 
the importance of the work of Bet- 
ter Business Bureaus and the fact 
that their very existence proves the 
feasibility of effective self-regula- 
tion by business, included Mark 
Woods, vice-president, National] 
Broadcasting Company, and Donald 
D. Davis, president, General Mills, 
speaking from Chicago; Robert J. 
Bauer, president, National Associa- 
tion of Better Business Bureaus, 
speaking from Los Angeles; Donald 
M. Nelson, administrator of priori- 
ties, Council of National Defense, 
and Harriet Elliott, consumer com- 
mission and member of the defense 
council advisory commission, speak- 
ing from New York; and Neville 


Miller, president, National Associa- 
tion of Broadcasters, speaking from 
the dinner commemorating 20 years 
of broadcasting in Washington. 

The meeting was presided over by 
President Percy Wilson, vice-presi- 
dent of Marshall Field & Co., who 
reported that the local bureau now 
is the largest unit of its kind in the 
country. Kenneth Barnard, general 
manager, gave a bird’s-eye picture 
of the year’s activities. 


Radio Makers to 
Set Up Rules for 


Promotion Work 


Washington, D. C., Nov. 28.—Ex- 
pansion of the self-regulation plan 
of action to the radio manufactur- 
ing industry was revealed here this 
week with announcement of a com- 
prehensive review of the industry’s 
advertising, now being undertaken 
by the Radio Manufacturers As- 
sociation, with the avowed intention 
of creating ethically and technically 


‘satisfactory standards of advertis- 
ling for the industry. 


Advertising and sales promotion 
managers will make up the person- 
nel of the committee, which is 
headed by John S, Garceau, Ft. 


| Wayne, Ind. The group expects to 


' 


hold its first meeting early in De- 


cember, and to meet thereafter 
every 60 days to review advertising 
and promotional activity, exchange 
information and viewpoints. 
Ultimately it is hoped that the 
activity of the committee will resy}; 
in the formation of definite adver. 
tising trade practices for the field 
which will correct abuses, eliminate 
possible criticism from  govern- 
mental agencies, Better Business 
Bureaus and the public, and at the 
same time increase the productive- 


|ness of radio set promotion. 


Dorrell Joins Raymer 

Ward Dorrell, former manager of 
WOWO, Westinghouse station in 
Fort Wayne, Ind., and recently a 
national radio representative in 
Chicago, has joined the Chicago of- 
fice of Paul H. Raymer Company. 
radio station representative. 


Merchants in Drive 


The Springfield, Mass., Chamber 
of Commerce merchants division 
has appropriated $6,000 to advertise 
Springfield as the “Christmas City 
of Western Massachusetts.” 


Gulistan Rugs to A-K 


A. & M. Karagheusian, Inc., New 
York, has appointed Abbott Kimba!! 
Company, New York, to direct ad- 
vertising of its Gulistan rugs and 


| carpets. 


COLUMBIA AFFILIATE 


fine radio 
programs now available, 


through WLAW facili- 


ties, to reach more New 


Columbia's 


England homes with 
more powerful signal. 
Merchandising and Sales 
Promotion department 


available to advertisers. 
Owned and Operated by 


Publishers of 


HILDRETH & ROGERS CO. 


LAWRENCE DAILY EAGLE 
and EVENING TRIBUNE 


The NEW ENGLAND PICTURE 
HAS NOW CHANGED! 


Beginning December Ist there’s a new L-A-W for 


New England radio coverage. 
New England radio plan WLAW is a “MUST.” 
Its ideal location and increased power provide clear, 
strong reception to the rich Northern New England 
market of nearly 3,000,000 people. The new L-A-W 
completely changes the New 
WLAW belongs at the top of your New England 


list. 


National Representatives 


THE KATZ AGENCY, Inc. 


Atlanta 


New York Chicago Detroit 


WLAW 


LAWRENCE, MASS. 


Now ... in every 


England picture. 


Kansas City 


Dallas 


San Francisco 


ey ae 


' 32 a a De 
eo _ _ a ( 
4 a .s : cay ay a fas 5 gels | 
a ae ee : Liebe, 
es app: oe | 
-? sj 4 7 re $a) % 43 ’ = i ( 
ie 9 ? an 
= Wi ' F | 
| oe | ana 
ee | ) 
Bs a’ of 
: sagt 2 ery Co 
Z ; : ag ts ie las 
Ss ae ex 
my 
eae 7 ca 
a yw ; iis a Po ha 
th 
é co 
an 
vil 
t - con po 
- “ ee. eg 2 £ . 
J a’ 
M 
: pl 
ee sal n 
lpr ‘é () C 
‘ RA, 1 or 
| a \ ¥ | e 
Shy 4 ————— a 
e bes ee 
| H 
z p! 
a! : sf ~ * \ th 
fil ~ Be tas y p 
' * Cc 
Bs Si é i 
To" f os , t 
i. e @ el 
ae - 0 K. . = It 
ee eee c 
2 ae -— 
a me) 
a, WATTS é : 
7 “fa | ee a aa’ » rg a aig) ™ ‘ ; r _ a q | 
 - ; Oe os ts Bae So . 
sek | . ” ie ee ea 
i . * ” es Jette 4 + Sas + eS ae . 
i he ss ats: ae I 
; - | = 7 _ 4 mi ie " by ; 4 
— — al pa, _ , a A pe ad, 4% = i el ] 
q A Fa : —: 7 a = fe ; I i ia wacky a4 I 
~*~ pe oe ae <i PS voll it ore 
2 : Mare * : t . + = : 
7 oe ee 
a | 
‘ r—“(ti‘(s:stsSCSCSCsC‘(‘iaaaR 
: ee 
. a | 
r 
S; ee 
; a 
ee i 
e | | 
= aan 
iO} ee ee 
. e eee 
4 . 
J 3 * * g ta y . : ‘ “ ere , - 7 ? . , » 5 J Me <"2 ¢ ce ea 7 4 : ne het 
iy a * 4 - § = 9 2 : ify 7 Be sme, f a ae ares ay fa ee ; ri = “i ¢ ed. an, sae S he x hs 4 ¥9 - 5 = ti 4 : ; i . 
es ft Fe eR so EOE Hs els ies “tygt cy tyes TS Le a eet ieee er, ae Pa 
; ‘| = ov ie : e Fh t j aa 5 A te, Pa, oe, Fu wise < es pte Pape ae . 34 te a ie se oe eg ¥ * , ae os 


7 


or 


a we Pr! 


— Fer 


December 2, 1940 


ADVERTISING AGE 


Soh 
— 
ea 


33 


CR Attacks Plan 
for Institute 


of Standards 


Article Follows Home. 
Economists’ Veto of 
Tie-up Proposal 


Washington, D. C., Nov. 28.—A 
sensational attack on the Institute | 
of Standards, launched by Consum- 
ers’ Research through an article in 
Consumers’ Digest and following 
last week’s announcement that the | 
executive committee of the Ameri- | 
can Home Economics Association 
had voted “not to participate” in | 
the movement designed to increase | 
consumer confidence in advertising | 
and advertised products, is being 
viewed by capital observers as the 
possible precursor of a major con-| 
troversy. 

The Consumers’ Digest article, 
headed, “Is McCall’s New Institute 
a Trojan Horse?” charged that A. G. 
Mezerik, originator of the Institute 
plan, had been pictured as an) 
“active communist” in hearings 
conducted by the Dies committee. 
The “expose” also questioned Mc- 
Call’s sincerity in sponsoring an 
organization “operating to some 
extent in the consumer’s interest.” 


Behind-the-Scenes Moves 


Spokesmen for the American 
Home Economics Association ex- 
pressed gratification over the fact 
that their action on the Institute 
preceded the appearance of the 
Consumers’ Digest attack by several 
days, thus eliminating suspicion 
that the “expose” in any way influ- 
enced the organization’s decision. 
Inquiry at Consumers’ Research 
headquarters in Washington, N. J., 
however, brought forth the state- 
ment from M. C. Phillips, editor of 
Consumers’ Digest, that the pro- 
posed article had been discussed at 
least a week before the AHEA 
executive committee met with mem- 
“high” in the association’s 
ouncils. Sources close to. the 
American Association of University 
Women and the General Federation 
of Women’s Clubs—two- groups 
which had previously participated 
n discussions of the Institute plan 
along with the home economists— 
professed much surprise at the 
AHEA stand. 

Commenting on the AHEA action, 


bers 


Otis L. Wiese, president of the 
Institute, asserted today that the 
association’s decision “refers to an 
organizational affiliation with the 
Institute which has not yet been 
requested by us. 

“The Institute desired to have 


ndividual leaders of the American 
Home Economics Association, as of 
all other consumer groups, help us 
work out methods which would 
lead toward the development of 
standards and labels,” he said. “The 
question of consumer organization 


MAILING 
LISTS 
All 


Classifications 


A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 
® Folding 
® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing q 
® Mimeographing 


= 


Daily Capacity, 100,000 


Trade Circular Adv. Co. 


27 South Market Street 


Fra. 1182 


Chicago, Ill. 


participation has been deferred by 
common consent until it can be 
determined whether that would 
prove desirable.” 


How Plan Was Set 


Mr. Wiese also recalled that in an 
address before the Association of 
National Advertisers at White Sul- 
:phur Springs last month he referred 
to the consumer movement as fol- 


lows: “What shall we do about 
Mr. Wiese disclosed that at a it? We can forget it. We can fight 
meeting in Washington on Oct. 21/it. Or we can face it by sitting | 


with representatives of the AHEA, 
the American Association of Uni- 
versity Women, the General Feder- 
ation of Women’s Clubs, the Ameri- 
can Standards Association and the, 
National Consumer-Retailer Coun-| At the Washington meeting 
cil, the Institute proposed that,|attended by representatives of the 
“until experience might dictate |consumer groups, the Institute and 
some other course,” it would coop-|standards bodies, ADVERTISING AGE 
erate with consumer organizations | learned, discussion centered about 
in the development of standards and /|a proposal that the Institute would 
labels only through existing agen-|make available a grant to the 
cies such as the ASA and the NCRC. | American Standards Association for 
Consumer organizations are now | the furtherance of its work on con- 
participating in the activities of|sumer goods. Technical experts 


| . 
these groups, he pointed out. jand home economists would be 


down together and working it out. 
“That is just as true now as it 
was on Oct. 24th,” he asserted. 


Suggest Fellowships 


“The proposal, since it did not jadded to the ASA staff to handle 
request affiliation, required noj/the additional work. Since con- 
official action on the part of any|sumer groups are already repre- 


organization,” he added. “It simply |sented on ASA committees, it was 
indicated a continuation of discus- | pointed out that consumers could 
sion with individual leaders of | obtain whatever technical assistance 
the consumer movement. These and advice they might need—and 
discussions we hope to continue |} which they now lack. 

with representatives of business It was also proposed at the meet- 
and consumer groups, including the | ing that the Institute create fellow- 
American Home Economics Asso- ships for special research projects 
ciation, concerning various phases on consumer goods whenever such 
of the program toward realization facilities were required. The devel- 
of consumer standards and labels,’ opment of labels would be handled 
a common objective of the consum- along similar lines with the National 
ers and of this Institute which has Consumer-Retailer Council as the 
been initiated by business.” vehicle for action. Thus, consumers 


would have an opportunity to par- 
ticipate in both standards and label- 
ing projects. 

It was reported that a joint 
meeting of leaders of the three 
women’s organizations will be called 
shortly. Executives of the three 
groups generally work together har- 
moniously and the entire situation 


will be reviewed frankly and ex- 
haustively. 
Continue Policies 
On numerous occasions the 


American Home Economics Associa- 
tion has emphasized its desire to 
cooperate with business and has 
pointed to its 12-year membership 
in the American Standards Associa- 
tion and its participation in the 
National Consumer-Retailer Coun- 
cil, as well as its friendly relations 
with many individual manufac- 
turers. This policy will be con- 
tinued, AHEA spokesmen assert. 

They also insist the organization 
will continue its efforts to promote 
standards for consumer goods, a pol- 
icy it has been advocating for three 
decades. Sufficient funds to hasten 
the development of consumer goods 
standards are not available now, but 
the home economists have under 
consideration a plan whereby the 
objective might be attained. This 
involves the securing of a grant 
from one of the large foundations. 
Money received in this manner 
would be sufficiently far removed 
from business to avoid criticism, the 
association believes 


“Call-Bulletin” Marks 
‘85th Anniversary 


The San Francisco Call-Bulletin 
had double reason for rejoicing Nov. 
'12 when it celebrated its 85th birth- 
| day and moved into a modern new 
| plant. 

The Call-Bulletin celebrated the 
loccasion by issuing an anniversary 
land new plant edition which re- 
flected acceptance and prestige of 
the newspaper among both readers 
and advertisers. 


Permo to Burton Browne 


Permo Products Corporation, 
| Chicago, maker of phonograph 
needles, recording styli and alloys 
}used in airplane instruments, foun- 
j tain pens, ete., has appointed Bur- 
ton Browne, Inc., Chicago, to handle 
jits advertising. National magazines, 
;business papers and direct mail will 
be used on Fidelitone phonograph 
) needles. 


‘SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


‘HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
| 223 W. Jackson Blvd. Chicago, Il 


Cir OSS 


__Cape Girardeau, Mo 


‘1 

- Girardeau is growing and prosper- 
ing.” In all the world you'll find no other city 
of the same name. And in no other city will 
you find a group of merchants more enthu- 
siastic about what radio has done to help them 
sell their wares. 

You can’t talk radio for long to Cape Girar- 
deau folks without realizing that they are 
prodigious broadcast listeners. And you'll 
quickly learn that one station—KMOX—is 
their predominant favorite, day and night. 
Cape Girardeau families—like those of all 
other KMOX-area communities—now listen 
to the radio more hours per day than ever 
before. KMOX always delivered more actual 
listeners at less net cost than any other St. 
|.ouis radiostation. Westilldo... but the num- 
ber of families is greater; the net cost lower. 


19,415; 


KMOX 


50,000 WATTS « ST.LOUIS 


#1940 population 1939 bank clearings: 42,501,339 


Owned and operated by Columbia Broadcasting 
System. Represented nationally by Radio Sales 
with offices in New York * Chicago * Detroit 


Charlotte, N. C. * Los Angeles * San Francisco 
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December 2, 1949 


BUY 
BOSTON 


WBZ, Boston, gives you com- 
plete coverage of Boston and all 
its suburbs. 


FOR 


BOSTON 
AND 


ALL SUBURBS 


GET 


the lion’s 
share of 


NEW 
ENGLAND 


WBZ gives you the largest New 
England coverage at smallest 


cost — gives you the territory 
that yields most of New 
England's sales. 


WITH 


WB 


BOSTON 


50,000 


WATTS 


The popular WBZ voice comes 
in “Clear As a Bell,” 
manding millions of listeners in 


com- 


rich New England. So put your 
advertising on WBZ—and 


watch sales grow! 


And Synchronized WBZA, Springfield, Mass. 


WESTINGHOUSE 
, RADIO STATIONS 


Represented Notionally 
by NEC Spot Sales Offices 


England’s Food 
Advertising Off 
19%, NBC Reports 


New York, Nov. 27.—War condi- 
tions have caused a 19 per cent de- 
crease in advertising expenditures 
for food products in England, it was 
disclosed here this week during a 
short wave radio conversation link- 
ing the Associated Grocery Manu- 
| facturers of America convention 
| with London. 
| 


| The drop in advertising volume 


, chief of the London bu- 
jreau of the National Broadcasting 
Company, in answer to a question 
put by A. A. Schechter, NBC di- 
rector of special events, from the 
convention headquarters. 

Mr. Bate declared that branded 
foods are still advertised, but to a 
smaller extent and for the purpose 
of keeping brand names before the 
public. Many products which are 
restricted have been pooled, but in 
some cases the brands are still ad- | 
vertised even though they cannot 
be bought. 

He pointed out that the margarine 
manufacturers have formed a com- 


of margarine in place of the main 


in 1940 as compared to the level of | 
|the previous year was revealed by | 


bine which distributes two grades | 


Donald Nelson Heads 
Chain Store Group 


Donald M. Nelson, executive vice- 
president, Sears, Roebuck & Co., 
and coordinator of purchases of the 
| National Defense Advisory Com- 
mission, was re-elected president of 
the Institute of Distribution at the 
annual 
New York. Ward Melville, presi- 
dent of Melville Shoe Corporation, 
was re-elected chairman of the 


board. 

| Six vice-presidents were also 
|shosen, including E. C. Mauchly, 
vice-president, F. W. Woolworth 


;Company; Nate S. Shapero, presi- 
jent of Cunningham Drug Stores, 
‘ne.; Ray C. Johns, president of 
|B/G Foods, Inc.; Harry Edison, 
president of Edison Brothers Shoe 
‘ompany; W. W. Humphrey, presi- 
dent of Western Auto Supply Com- 
|pany; and Dr. Paul H. Nystrom, 
|president of the Limited Price 
| Variety Stores Association. John P. 
| Nichols will continue as managing 
| lirector. 


‘Miller Names Goldman 


J. Miller & Sons, Baltimore, men’s 
neckwear, has appointed I. A. Gold- 
man & Co., Baltimore, to handle its 
| adv ertising. 


Increases WORL Power 


WORL, Boston radio station, has 


meeting of that group in| 


| 
| 


been granted an increase from 500 | two 
| to 1,000 watts. 


More Reliance on 
Newspaper Copy 
in ‘41 Envisioned 


Atlanta, Ga., Nov. 28.—More ad- 


| vertising will be placed in newspa- 
pers in 1941 than ever before, in | 
the opinion of Clarence L. Jordan, | 
executive vice-president of N. W. | 


Ayer & Son. 


Mr. Jordan said in an interview | 


here that “in depression years na- 


tional advertisers sought a thinly | 
spread coverage, but now it is im-| 
perative that they intensify cam- | 
paigns in local markets—a job only | 


newspapers can do. 

“The war in Europe,” he con- 
tinued, “has failed to interfere with 
intelligent and scientific advertising. 
The Ayer office in London has 
earned more in the past ten months 
than in any other ten-month period 
since the branch was established.” 


” 


Buys “Alabama Journal” 


R. F. Hudson, publisher of the 
Advertiser, Montgomery, Ala., ¢ 


morning newspaper , assumed man- | | oe 


agement of the Alabama Journal, 
Montgomery evening newspaper, 
Dec. 1. 
newspapers will 


| dated. 


—e 


Johnson Succeeds 


Wheeler at McG-H 


Franklin H. Johnson, formerly 


district manager in New York, has 
been appointed regional vice-presi- 
dent of the Eastern district of the 
McGraw-Hill Publishing Company, 
He succeeds Alvah B. Wheeler, who 
recently resigned to become adver- 


F. H. Johnson J. H. Rudd 


tising director of Magazines of 
industry, Inc., New York, new pub- 


Production facilities of the 


| ishing house which plans publica- 
|'tion of a management magazine 

J. H. Rudd, vice-president and 
director, will assume full charge of 
| the Atlantic district, succeeding Mr. 
| Johnson. 


Mirror” Shifts Shifts McCoy 


| E. V. McCoy, automobile editor of 
| the New York Mirror for the past 


be consoli-| seven years, has been named man- 


lager of the Detroit office. 


peacetime brands. It is simply mar- 
garine that is advertised now, and 
not brand names. 

Food advertising expenditures in 
England in 1939 amounted to 
¢ 2,129,000, according to Mr. Bate, 
which compares with a 1940 total 
of £1,717,000 for a 19 per cent de- 
cline. Advertising of confectionery 
products dropped 49 per cent in the 
same period, he said. 


Wrigley Tests 
Civic Appeals 
in New England 


Boston, Nov. 28.—William Wrig- 
ley, Jr., Company is devoting one- 
third of its space on three-sheet 
posters throughout the greater Bos- 
ton area to a civic message written 
by a representative member of the 
community in which the poster ap- 
pears. 

Wrigley has found civie leaders 
very receptive to the plan which is 
a test confined to this area. Not 
only does the advertising sell gum, 
but it also creates good-will for 
Wrigley in communities where its 
posters are on display. 

The tie-up with civic improve- 
ments is linked to the Wrigley radio 
show heard over station WBZ, Bos- 
ton, which is called “Spreading 
New England Fame.” Talent on 
the show comes from New England 
cities and the entire program is de- 
voted to historical facts and com- 
mercial activities of the area around 
Boston. 

Several years ago Wrigley used 
a similar program which involved 


the promotion of winter sports on| WTIC offers you a direct route to Connecti- 
car cards in the Boston area. 


DIRECT ROUTE TO THE BEST MARKET IN THE WHOLE UNITED STATES 


States and 39°), above the national average. 


cut and the rest of Southern New England And all indications point to an even greater 


Liquor Fair Trade —the richest market in the whole United 
on Way Out in S. C. 


. ben oo cg chairman of the States. 
ou arolina tax commission, has : : Sep i 
informed the state budget commis. | Management in its tember 1940 issue 
sion that he will make no reque st | 
for additional funds to administer 
the state's liquor laws, thus indicat- . : H 
ing that the fair trade practice code | Tich industrial and farming community. 
for the liquor industry, designed | 
primarily to stabilize prices, is on 
the way out. 

It is anticipated that the tax com- | : ‘ . . . 
mission will recommend repeal of | buying income for Connecticut is estimated 
the fair trade practices code, which | 
has never been adequately enforced, at $3,423.00 the highest of any of the United 
and which has been a target for fre- | 
quent attack. 


figure during the coming year. 


And that’s not just talk. Sales What does all this mean? It means 39%, 


more cash response to your advertising. 


The impact of 50,000 Watts and the au- 


thority of more than 15 years as the favorite 


For example, the per family annual effective station of Southern New England makes 


WTIC the direct route for your sales message 


in this rich market. 


Marketers to Hear Greene 


J. M. Greene, circulation manager 
of National Broadcasting Company, 
will discuss radio network circula- 
tion and how to measure it at a 
dinner meeting of the Chicago chap- 
ter of the American Marketing 
Association Dec. 10, at the Stevens 
| bldg. restaurant. 


Plaza Agency Moves 


Plaza Advertising Agency, New 
| York, has moved to 9 Rockefeller 
| Plaza. 


5 “MUST” “ FOR Al BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARK 
ee Member NBC Red Network and Yankee Network 
eee Yon. See Detroit, San Francisco i: i q 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED 


POSITIONS WANTED 


ee - 
Advertising Salesman—S years experi- 
ence trade paper space—College grad- 
vate —draft exempt — expert photog- 
rapher. Forceful public speaker. 
Box 3201, ADVERTISING AGE, Chgo. 
IS THERE A SANTA CLAUS? 
College grad, Age 24, Journalism 
Major wants job in advertising 
agency. Copywriting, production ap- 
peals to me. Willing worker. Salary 
secondary to position. 
Box 3206, ADVERTISING AGE, Chgo. 
A. C. ULLRICH—Spectialist—Mechani- 
cal illustration perspectives—Retouch- 
ing all media—Free lance basis. Del. 
2157, 540 N. Mich., R 609, Chicago. 
Trade Paper Editor, Now Publicist 
National Movement, Seeks Responsi- 
ble Editorial, Publicity or Promotion 
Post. 27, single, college, references. 
Box 3207, ADVERTISING AGE, N. Y. 
Advertising Manager—experienced 
newspaper; local, national, classified. 
Intelligent, high type producing idea 
man seeks publication connection. 
Salary $65 to $100. 


Box 3208, ADVERTISING AGE, Chgo. 


A sales promotion man, with 16 years 
of specialized experience in the food 
and beverage field is now available. 
His record of unusual results should 
interest a manufacturer or jobber 
who wants more profits from present 
efforts. His record includes the or- 
ganization of an operation that re- 
sulted in a million dollars of sales in 
the first year of a new product. A 
special promotion in a highly competi- 
tive fleld increased sales over 600%. 
Present age 43, family man, resid- 
ing in Middle West. Willing to go 
anywhere. Will be happy to arrange 
for a personal interview 
Box 3209, ADVERTISING AGE, Chgo. 


AVAILABLE for part-time consulta- 
tion or work. My experience: Sales 
educational programs and courses, de- 
signing and writing booklets, busi- 
ness paper editor, feature writer, busi- 
ness lectures written and delivered. 
Roland Cole, 474 W. 238 St., New York, 
_ 2 


HELP WANTED 
ASSISTANT ADVERTISING MANA- 
GER for large food advertiser in Chi- 
cago. Must have food adv. dept. or 
agency exp. $6,000. 

COPY AND LAYOUT 
26-30 years. Adv. dept. of Ohio con- 
cern. $125.50. 
INDUSTRIAL ARTIST 
design exp. 3rd dimension. 


Product 
$250. 
FRED MASTERSON 
Sinclair Masterson Personne! 
Room 152s, 120 8S. LaSalle St., Chicago 
MISCELLANEOUS 
A NEW ETCH PROOF SERVICE 
We stretch any type or drawing one 
way only for reproduction 
Also backslant or italicize. Guaran- 
teed. Mark inquiries att. F. H. Bartz, 
pres. HARRY BAIRD CORP. Adsetters 
Since 1910. 
18 East Kinzie Street, Chicago. 


- - POST CARDS _ 


proofs. | 


~~ PHOTOGRAPHIC POST CARDS 


2c each in lots of 100 or more. Every 
ecard an actual photograph. High 
ferrotyped finish Lettered if 
Send any size photo. Grove 
Photo Service, Lafayette, Ind. 
“PHOTO” POST CARDS 
Newest, most economical 
displaying any product. 
prices on request. 


Graphie Arts, 
Hamilton, Ohio. _ 


G-E Promotes Belanger 


John W. Belanger, in charge of 
General Electric’s marine sales in 
the Philadelphia district since 1930, 
has been appointed assistant man- 
ager of the company’s federal and 
marine department with headquar- 
ters at Schenectady. 


Scott to “Houston Post” 


Ed B. Scott, who has been with 
the St. Louis Post-Dispatch nine 
years, has joined the advertising 
staff of the Houston Post. 


Tourist Court Book Out: 
Plan New Trade Paper 


Tourist Court Red Book, an 
annual construction and manage- 
ment handbook and buyers’ guide 
for tourist courts and trailer parks, 
published by Tourist Publications, 
Chicago, is being distributed for the 
first time. 

Trailer Topics and another an- 
nual, Directory of the Trailer Coach 
Industry, published by Tourist Pub- 
lications, will be joined by a 
monthly trade paper shortly, enti- 
tled Tourist Court Management. 


of 1940. 


6.5 Jo Sis aren 
7-7 
151,343 


copies, met paid, average 
circulation 10 months, 1940, 
Sundoy Express and Evening 
News. 


copies, 


daily 


San Antonio Express and San Antonio Evening 
News record substantial gains in both circulation 
and advertising throughout the first 10 months 


12,542,445 


lines of paid advertising for 10 months of 1940 


768,847 
lines more than 10 months of 1939 
3.5%  — 
gain for 
Evening News 


113,422 


net paid, average 


circulation 10 months, 1940, 
Express and Evening 


B97: cyan BDI Sore 


Mainly family circulation into homes that have 


the means and the desire to buy. 


The Express and the Evening News are separate 
and distinct newspapers, each with its own staff. 


San Antonio € 


SAN ANTONIO EVENING NEWS 
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BEN W. BLOOM 


New York, Nov. 26—Ben W. 
Bloom, circulation director of The 
American Weekly and the Hearst 
Sunday newspapers, died here last 
Saturday. 
had been a Hearst circulation 
executive for more than 20 years. 

He collapsed of a cerebral hemor- 
rhage Saturday afternoon while 
talking with his brother, Peter A. 
Bloom, circulation director of the 
New York Mirror, at the New York 
Athletic Club. He was rushed to 
a hospital but died a few hours 
later. 

He came to New York in July, 
1939, after serving as circulation 
manager of the Pittsburgh Sun- 
Telegraph. 


CHARLES V. O'DONNELL 


Clifton, N. J., Nov. 25.—Charles 
V. O’Donnell, who retired in 1938 
from the New York advertising 
agency of O’Donnell & Ritter, died 
at his home here yesterday, after 
an illness of a year and a half. Born 
in Missouri 72 years ago, Mr. 
O'Donnell was in the advertising 
business in Chicago before moving 
to New York. 


LLOYD R. WASSON 


Milford, Conn., Nov. 25.—Lloyd R. 
Wasson, formerly with Review of 


Reviews, died here Nov. 15. After 
14 years in the freight traffic de- 
partment of the Louisville & Nash- 
ville Railroad, Mr. Wasson became 


|associated with Home Life in 1908, 


He was 52 years old, and | 


serving as Eastern manager from 
1909-13. In 1915 he joined the 
advertising staff of McClure’s Maga- 
zine. In 1920 he spent a_ brief 


interim with Moser & Cotins, Utica, | 


N. Y., and then returned to Mc- 
Clure’s in 1921. Later that year he 
went with Butterick Publishing 
Company, representing the Delina- 
tor and the Designer. 

In 1923 he joined the Eastern 
advertising staff of Hearst Interna- 
tional, and several months later 
became advertising manager of 
Screenland. In 1933 he joined the 
New York staff of N. Frederick 
Foote & Associates, publishers’ rep- 
resentative, and two years later 
joined Review of Reviews. 
ALLAN R. BARTLETT 

Los Angeles, Nov. 26.— Funeral 
services were held here today for 
Allan Ross Bartlett, for many years 
prominent in the Hearst organiza- 
tion. Mr. Bartlett, who was 63 
years old, died at Palm Springs 
Saturday of a heart attack. 

Mr. Bartlett served The Ameri- 
can Weekly for many years, leaving 
it in 1932 to become Detroit manager 
for the Rodney E. Boone Organiza- 


| tion, national representative of the 
| Hearst Newspapers. He left Boone 
|in 1936 to come to the Coast and 
'was associated with the Better 
American Federation here. 

| Mr. Bartlett is survived by a 
| brother, Syd P. Bartlett, advertising 
|director of the Los Angeles Ezx- 
aminer, and his widow. 


HERBERT A. BAKER 

New York, Nov. 26.—Herbert A. 
Baker, president of American Can 
Company for the past four years, 
|died here yesterday after a month’s 
lillness. He was 59 years old, and 
had been with the company since 
| 1908. He was vice-president in 
|charge of sales before becoming 
| president. 
| 


/Murray, Malone Expands 
The bus advertising franchise of 
the Duluth-Superior Transit Com- 
pany has been secured by Murray 
& Malone Company, Minneapolis. 


for STRIBLING Beoecazes 
ADVERTISING 


ART 


CENTRAL $503 


146 South Deardore Street Chicege tit 


LAYOUTS 
LETTERING 
ILLUSTRATING 
RETOUCHING 


EXPERIMENT ENDS 


SOUND IDEA 


CURRENT CONTRACTS 


The organization 


BASIC NEWSPAPER GROUP, INC. 
Ye 
TO DISBAND APRIL 1, 1941 


of Basic Newspaper 


Group, Inc., early in 1940 was an earnest 
experiment on the part of five newspapers 


—The Dallas News 


and Evening News; 


, San Antonio Express 


The Daily Oklahoman 


and Oklahoma City Times, to simplify and 
streamline the method of buying and sell- 
ing newspaper advertising in group news- 
papers to fit the modern needs and selling 
tactics of national manufacturers and their 


agencies. 


Although the Group will be disbanded on 


April |, 1941, for 


lack of adequate sup- 


port by national advertisers, it is the firm 
conviction of these publishers that the idea 
behind this plan was, and still is, basically 
sound. It is hoped that, through this ex- 


periment, the seed 
future developmen 


has been planted for 
t and growth of this 


idea on a nationwide scale. 


NEW CONTRACTS 


Ted Dealey 
Dallas News 


E. K. Gaylord 


ber newspapers of 


will be accepted th 


will be carried out to completion by mem- 


the Group. 


rough March 31, 1941, 


for space to be used not later than Decem- 


ber 31, 1941. 


BASIC NEWSPAPER GROUP, Inc. 


383 MADISON AVENU 


Frank G. Huntress 
San Antonio Express and Evening News 


Daily Oklahoman and Oklahoma City Times 
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Gotham’s Dirt to 


Be Publicized in 
Bitramic Drive 


Bitramic does not absorb dirt and | 


will illustrate the necessity for such 
a siding by pointing out that if all 
the dirt and soot in New York City 
were not cleaned up, Gotham resi- 
dents would find themselves climb- 


THIS WEEK 


82 Important Markets 


Based on total retail advertising volume in all newspapers 
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Gee aw 


New York, Nov. 27.—The soot ing over a mountain 22 feet high 3 re = 
and dirt which plagues the residents Within a year, (Copyright, 1940, by Advertising Publications, Inc.) ( 
of Manhattan will receive an added| Half-pages are scheduled for 
measure of undeserved publicity American Home, Better Homes & , 
when Ruberoid Company launches Gardens, House Beautiful and reaped, | | | | | | | | i | al | wo 
. . . . Ti ; ; So > - = eases $—_4—_4_4 444 - - + —+—_F—-+— 
first national advertising for Bitra- é Garden. Wildrick & Miller is the | 7 in WEEK 8Y WEEK VARIATION SHOWN HERE! || OC} du 
mic, asbestos cement siding, in Feb- | @8ency. 2 oo a ee | me pan manne ee ee joi 
ruary issues of four consumer ani emo +907 TT 174 om om ie Ome ie a t+ for 
magazines and 20 business papers. * | , 
pyagazines and 2) business papers. | Hecker Cereals to Maxon | | +s 444 ; tort tp 4 wo 
‘ ans for the spring campaign were : \ 
; ae eee a aa ay Hecker Products Corporation, | Sareea: +— 
revealed yesterday by C. J. Dun- 
ham, advertising manager, at the New York, has named Maxon, Inc.,| _ , eee eee + 
peta: pa " 2. ee ngaye | New York, to direct advertising of | \ a — / LA] | A 
q a ope ning of the annual managers its H-O cereal division, effective — 7 Ne 
2 i conference here. Dec. 12. Products to be advertised | | Seeaae tai 
2. Bitramic, a name derived from | are H-O Oats, Cream of Farina and | } | - 
7 i the words “vitreous” and “ceramic,” | Force. | ra Zw 7 a 
Ds oa is a new product which has been | aaa - 4 err Te TT T Ho 
ee > . : > ‘ rar | = ' oe = icaipanlinel 
— promoted in the East but never | Coleman to WAGA | | t +—+—+—+ a 
ies: before in magazines. It is a hard, ; . ; " 1 t—++4-+-4+ 4 +4 
a sidi dats o chenen | Maurice Coleman, formerly man- rT he 
non-porous siding WIth a Clay-based | a ser of WATL, Atlanta, has resigned zee Sew! ; _ 4 +44 fo! 
coating. {to become commercial manager of aes os ] Reeser am Es! | tic 
Copy will feature the fact that| WAGA, Atlanta. | | | | | 
| Vi i Oe mi 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER je 
kn 
% Gain % Gain th 
47-Week 47-Week 47-Week or Loss or Loss a 
Period Period Period 1940 1940 Week Week % Gain ab 
Ended Ended Ended over over Ended Ended or m 
7 Nov. 26, 1938 Nov. 25,1939 Nov. 23, 1940 1938 1939 Nov. 25,1939 Nov. 23, 1940 Loss 
a TAkron, O. . ~..» 40,651,398 8,995,276 8,761,570 17.6 2.6 186,309 183,404 tis 
Albany, N. Y. . 7,858,908 7,549,682 7,143,142 —9.1 5.4 196,090 198,128 1.6 . 
‘Atlanta, Ga. .. 14,402,590 16,288,776 14,294,126 0.8 12.3 $41,196 276,040 18 Ne 
sa Raltimore, Md. 19,896,558 20,180,525 20,719,105 + 4.1 +~3.0 {83,822 199,445 2 of 
rn y Birmingham, Ala. 11,423,958 12,180,172 12,966,096 13.5 + 6.5 321,272 328,986 pe 
; Boston, Mass. ...... "17,948,103 “17,789,150 16,713,306 —6.9 6.1 502,256 456,164 2 w 
Bridgeport, oe 8,263,500 9,018,918 9,519,220 + 15.2 +-5.5 227,780 246,568 S.c tit 
Buffalo, N. Y.......... 14,487,094 14,208,516 14,024,339 3.2 ; 338,997 384,320 , 
Camden, N. J.... 3,592,141 4,010,747 4,928,914 + 37.2 + 22.9 88,255 100,784 di 
Cedar Rapids, Ia... 4,342,828 4,504,792 4,311,295 0.7 1.3 96,964 102,298 tic 
; ‘ Me | Charleston, W. Va. ~ 8,979,819 9,262,809 | 9,361,549 ~ 4.3 1.1 185,094 172,606 of 
\\ : | *Chicago, III. 27,918,595 26,604,290 26,208,232 6.1 1.5 560,609 982,207 re 
- - > ee eB 1 | Cincinnati, O. 14,100,082 14,322,808 15,064,838 + 6.8 + 6.2 391,758 r4, 74 
Cleveland, O. 14,027,201 16,305,235 16,975,317 21.0 4.1 $23,679 440,03 W 
Columbus, ©. 11,284,024 12,129,901 12,017,867 +65 o.9 278,757 287,503 
Dallas, Tex. — 18,831,219 18,973,691 18,229,550 3.2 3.9 $25,127 392,594 s} 
Davenport, Ia. 8,625,221 8,544,264 8,560,720 0.8 +0.2 212,786 161,574 Ss 
3 ze 3 Dayton, ©. 12,081,192 12,596,488 13,017,054 7.7 + 3.3 278,33 300,452 
, # Denver, Colo. .. 7,540,405 8,151,178 7,801,782 + 3.5 1.3 158,952 177,057 14 - 
4 y Des Moines, Ia. 5.864.784 5.882.977 6,074,074 + 3.6 2 127,553 125,208 
Detroit, Mich. . 7. as 16,463,887 18,369,423 19,359,744 + 17.6 +54 $10,543 $78,914 16.7 
‘ . Kl Paso, Tex.. “— 9,174,366 9,774,723 9,758,694 + 6.4 0.2 221,746 214,732 5.2 
More than $44,000,000 new dollars are at work today in Metropolitan rie, Pa. ...... 8.952.330 8.619.744 8,514,366 1.9 1.2 166,236 195,468 17. 
Oakland, the Pacific Coast’s “Third Market.” Defense projects and Evansville, Ind 11,018,746 10,729,846 11,075,083 + 0.5 +3.2 237,408 251,412 + 5.9 
new government bases under construction to date are: Fall River, Mass. . 2,873,837 3,129.9 _ 3,202,270 +114 2 77,286 80,097 + 3.6 
Flint, Mich. ........... 6,647,108 7,896,682 8,184,806 - 23,1 10.7 166,096 175,938 +5.9 W 
1—Oakland Navy Supply Station. ‘ $17,000,000 Fort Wayne, Ind.. 9,810,325 9 886.348 10,072,616 aE: $1.9 238,672 31.840 24 Tl 
2—Alameda Naval Air Station . 20,000,000 Ae Sa 5,030,044 5,472,499 5,895,200 + 17.2 +5.7 123,961 128,096 , 
Ce irs api ; 221,! 7,923,862 8,392,72 +2 + 5.1 95,45 200,802 12 
3—Government Island ............... 2,500,000 j | Grand Rapids, Mich 8,221,500 rey gringo ; Ps bs, 356 eteeg Pe 
} Greenville, S. C.... 5,935,106 6,057,841 6,819,097 14.9 +~12.¢ 136,542 151,711 l = 
4—Western Research Laboratory igual . 1,500,000 Houston, Tex. ..... 15,139,380 16,041,002 17,5 ze 15.8 % $19,594 399,028 1.9 
ade: 5—U. s. Navy Floating Drydock TORETCLCLE TL 1,649,000 Huntington, W. Va 6,529,827 7,258,578 7,630,736 16.4 o.1 155,839 140,408 
i 6—600 new housing units for civilian personnel, ne a - 14 ea = . 7 ge peer ' <a ii. : cana et a 
Sane Jacksonville, Fla. . ‘ 1,809,592 9,6 BVO o8 +13. -. 91, 250,46 
: F Alameda Naval Air Base ee ee et cee * 1,897,000 Jersey City, N. ta / 1,91 3.758 1 93 ; Oog5 1,971,670 eu 4 1 7 32,955 36,569 
; be . Kansas City, Kan. 481,892 2,482,543 2,482,129 +12 12.1 57,701 
ls I j $44,546,000 4! Knoxville, Tenn. ...... 9, 9,907,287 9,696,680 + 5.4 2.1 231,462 § 
, = : ; , : : . ;| Little Rock, Ark.. 8,55 8,484,363 8,926,725 - 4.3 5.2 229,180 
ee i This great industrial, agricultural and home center is completely dom- Los Angeles, Cal. 21,433,175 22,645,396 22,050,490 » 4 24 558.618 
- inated by Northern California’s leading home newspaper, the Oakland Louisville, Ky. 4 12,768,478 13,381,068 13,457,995 +54 + O.6 313,132 
é Tribune. Reach the able-to-buy families and these millions of new ; Lynn, Mass. .... . 7,302,246 7,564,678 8,331,080 14.1 10.1 180,586 209,958 
j dollars through the columns of this great newspaper. ;| Manchester, N. H.. . 3,336,269 4,084,415 3,901,357 16.9 1.6 87,722 87,838 
ae t avec? | Memphis, Tenn. 10,395,182 11,161,640 11,937,520 ~ 14.8 + 7.0 305,270 208,690 
ae : a © * ‘ 79 5 § , a7 i. ¢ 4. 7 49 ¢ on ; 
cz GREATEST HOME DELIVERED CITY CIRCULATION IN NORTHERN CALIFORNIA || Miami, Bla. ...... 0... TE 409,472 yttye etry “ ~— ssuvece suevwes 
; Milwaukee, Wis. ...... 3,776,566 13,258,232 14,240,404 2.4 7.4 394,874 365,163 
TMinneapolis, Minn. .... 12,369,780 12,487,929 11,248,774 a1 a4 271,265 258,846 
g : i | Moline, Rock Island, Ill. 7,627,382 7,619,178 7,684,154 0.7 + 0.9 176,722 177,828 
: | *Nassau County, L. I1.... 2,240,633 2,386,389 2,312,054 5.2 3.1 $5,630 67,757 24.6 
= ‘ | New Bedford, Mass.... 2,838,878 2,877,840 : 17.2 + 15.6 70,826 68,096 
: J EXCLUSIVE ASSOCIATED PRESS wih tPHoTO UNITED PRESS | New Haven, Conn.. nn te a as  — ae wd BOE, ESS 308,030 
cae a Represertativess WILLIAMS, LAWRENCE G CRESMER CO. oe 2 peg fey ts pyre _- ae + anos fi 
d ; ans ‘ > ; avew hy ae . VF, FoF 00 vao,? 4 Se ,bO,s ’ 4 it P : 
uae _ Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION _ ' Brooklyn, N. Y.. 1,417,823 3,574,299 243,554 264 72,905 73,230 0.4 
5 . + 3 | Norfolk, W. Va. 8,215,424 8,682,940 1513.602 15.8 v4 200,816 ©35 508 7 
Magazine and Comics NEWSPAPER GROUPS, INCORPORATED [=== =. hia asi? be mye canes ~ "" opt eo | 
8Oklahoma City, Okla 10,719,512 8,142,470 7. 217,008 52.7 11.4 187,418 148,414 
Omaha, Neb. ..... 5,544,951 5,367,051 $77,137 ma 132,978 108,140 
ye) | 9,438,711 10,079,768 10,894.57 15.4 8.1 266,949 254,200 
Philadelphia, Pa. .. 24,683,580 25,381,654 6,541,470 7.5 4.¢ 599,113 689,196 
Phoenix, Ariz 7,126,32 6,965,840 7,693,279 SO 10.4 157,346 156,155 
Pittsburgh, Pa. ‘19,484,206 18,525,416 19,206,320 14 3.7 403,466 413,476 2.5 
Portland, Ore, 10,824,078 11,352,665 LO,438,624 ' . 212,184 210,014 ) 
Reading, Pa. . 8,804,727 9,166,889 § 870,785 12 7.7 206,948 292 804 
Pp N I T Richmond, Va 11,128,096 11,606,746 11,755,562 o + 1.3 316.120 815,112 
K E E ON DOI G Rochester, N, Y. 13,641,072 13,838,124 14.085 s¢ j 1.8 12.807 1.04 
Rockford, lll. .. 6,957,895 7,258,062 7,87 ‘ S.4 159,222 192,206 
? Sacramento, Cal 7,258,095 7,521,416 7,007, 92 0.2 76,960 182.406 
. et ° San Antonio, Tex 5,852,898 6,666,980 6,986.30 ] 4.s 04,134 151,647 | 
San Diego, Cal 11,622,276 12,051,627 10,008,415 13.9 17.0 278,99 226,912 
: Seattle, Wash. 8,708,975 10,543,260 10,856,200 + 24.7 3.0 71,320 "'S1,.064 
if i" ‘South Bend, Ind 6,510,839 1,839,261 10,6.548 ‘ 2s 95,236 97.6; 
Bh The Old-Fashioned Way THE FAITHORN WAY Sethane Weak. 6.183.404 6.003.298 on ate : Wr 118.988 sse.n00 
a ; i —i : . | St. Louis, Mo 3,233,326 5,487,185 200 2.4 3 7 S78 620 
First the engraver —in one Call in ONE concern and give ALL - L. is, M 16, f ie ‘ 18 ‘ ; 1 70,655 378,62 
place. Then the typographer— inet : | St. Paul, Minn 10,221,945 1,966,048 if 26 ».6 ’ 228 788 223,921 
maybe half a mile away. After your instructions to ONE MAN, | Syracuse, N.Y. 7,313,931 7,204,939 028 0.: ‘ 217,791 219 527 ‘ 
that the printer — maybe a to handle ALL THREE operations. | Tacoma, Wash. . 5,505,640 5.814 6.027.769 4 oS 352 132-804 
mile off in another direction. Then you'll have— Tampa, Fla 5,489,390 6,141,716 68,224 28 141,778 $4,212 
Calling in—interviewing — Toronto, Ont., Can 15,915,766 14,708,59 14,098 13 Ht 68,388 360,149 
giving instructions—checking ONE man fo instruct—instead of three. —— ; . *. ; . ee - ‘ 13, om oe “+ : ‘ tb 4 : ’ + ‘ + . ee " 4 
up—telephoning. Trouble — ONE order to write out. 1. a ent, dette se ; cites ied 
: As ton - 3 $ ) 3 55 .su08 as 114 i J , Re a-¢ 
worry—uncertainty. ONE firm to deal with. . ee a “ ; . ane aon : yee = ped , ae + - eke + 
Afterthat is " s aes a - inset 1, . ,004,Us - iydae 4,00. 2,0 43,6 - 
, nat —eniounderstand ALL responsibility is now with ONE ee — mine ee 60 een - ] 
ings — mistakes —corrections. instead of th ll get di Total 883,072,914 899,769,188 913,972,487 + 3.5 + 1.6 21,293,845 21,559,374 : } 
Why continue the old-fash- instead of three— you 1 get undi- : ' I 
: ioned way? It vided interest and attention. This 1 Akron Times-Press discontinued Aug. 28, 1938. 6 Atlanta Georgian and Sunday American ceased pub- I 
” 2 Chicago Herald & Exam. discontinued Aug. 28, 1939. lication Dec. 17, 1939. 
. ‘ . , ~ 
Wastes Time and Money Saves Time and Money 3 Oklahoma News discontinued Feb. 24, 1939 7 Minneapolis Star and Journal merged Aug. 1, 1939 
4 News-Times discontinued Dec. 28, 1938 Ss Newsday, new publication, launched Sept. 3, 1°4 | 
5 San Diego Sun suspended publication Nov. 25, 1939. % Spokane Press discontinued Mar. 18, 193% } 
FAITHORN CORPORATION | 
| 
2 J Ad-Setters + Engravers + Printers To P &K | 
. a PRINTING Phone Wabash 7820 504 SHERMAN STREET, CHICAGO o Peterson empner fe 
t ; Ettco Tool Company, Brooklyn, | JOHN A. CAIRNS TEXTILE 45 EAST 17th ST. 
DAY AND NIGHT SERVICE es. Kempner, | & COMPANY ADVERTISING Ei aclLLeaos 
Pa New York, to direct its account. 
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Unions May Turn 
to Advertising 
to Court Public 


(Continued from Page 1) 
would also mark a new high in in- 
dustry-labor cooperation if a 
jointly-sponsored promotional drive 
for the benefit of both could be 
worked out. 


Views of Hochman 


Mr. Hochman stated that “the 
New York dress market can main- 
tain its leadership as the fashion 
and manufacturing center of the 
world only through proper promo- 
tion and the modernization of its 
dress factories.”” What is needed, 
he said, is “fa real promotion drive 
for the largest industry in the na- 
tion’s largest industrial center.” 

Although the labor leader did not 
mention the amount of the pro- 
jected advertising budget, it is 
known that union executives feel 
that it would take $1,000,000 to do 
a thorough job. Costs would prob- 
ably be shared jointly between 
manufacturers and union. 

ILGWU has pondered the adver- 
tising problem before. When the 
New York World’s Fair was in the 
offing, the union proposed that a 
permanent exhibit be sponsored, 
with employers and the union split- 
ting the cost. The employers are 


tions, two of contractors and three 
of jobbers. These groups could not 
reach an agreement and the project 
was dropped. 

ILGWU has shown its progres- 
siveness in another way. The Labor 
Stage was its brainchild, and the 


When You Tai of PRESS CLIPPINGS 


hink of 
UCES PING 


_Bu REAU 


We Read More Newspapers and Periodicals 

Than Are Read by Any Other Bureau in 
the World 

187 Chambers St., N. Y. 


several editions of “Pins & Needles” 
jas performed by union talent have 
enjoyed “hit” status on Broadway 
for many months. 


Ready to Negotiate 


The contract between ILGWU and 
employers does not expire until 
'Jan, 31, 1941, but so pressing are 
;the problems that must be solved 
|before a new agreement is reached 
| that a seven-week period has been 
| left for negotiations. 
| One early fear of labor leaders 
|has apparently been dissipated by 
‘the deal between ILGWU and the 
| Thompson agency for a preliminary 
jresearch job. It was felt that agen- 
| cies might shy away from accepting 
|a union account because of a pos- 
|sible conflict of interest with manu- 
| facturer clients. Several other ma- 
|jor agencies, it was learned, have 
expressed interest in handling any 
campaign that may be carried out. 


Name Howard Gates 
Head of Majestic Radio 


Howard Gates, who has been 
vice-president in charge of engi- 
neering for the Detrola Radio Cor- 
poration for four years, has been 
|named president and director of the 


poration. 

Walter Glenn Scott, acting presi- 
lent and director, who was retained 
| last May to assist in the company’s 
reorganization, has resigned. 


Philco Advances Nodine 


Arthur C. Nodine, former Philco 
sales manager for refrigerators and 


fern states, has been appointed 
national supervisor of Philco-York 
Air Conditioning. 


Neal to Pepsi-Cola 

Roy I. Neal, former advertising 
manager of the Macon Telegraph 
and the Evening News, has joined 
the staff of the Macon Pepsi-Cola 
Bottling Company as advertising 
and sales promotion manager. 


Extends WCOP Time 


WCOP, Boston, has been granted 


daytime to unlimited by the Fed- 


Phone BA 7-1779 eral Communications Commission. | 


OF ALL 
OF ALL 
OF ALL 
OF ALL 
OF ALL 


RETA! 
78.5% 
| 64.2% 
76.5% 


17.9% 
62.6% 
| 86.5% 
| 


wee | 


92.3% 


HERALDJOURNAL 


| 
The Home Newspaper of 101,000 Families Out of the 
Re a 5,000 Families in Central New York 


——————— 


OF ALL department store advertising 

retail food advertising 

retail drug advertising 

furniture and household advertising 
automotive advertising 


retail clothing advertising 


OF ALL retail jewelry advertising 


Figures taken from Media Records for period 
Jan. 1, 1940 to Oct. 31, 1940. 


it is the 
day — = yerage 
al e ‘s com a 


Majestic Radio and Television Cor- | 


an increase in operating time from | 


Basic Newspaper 7 
Group Experiment 
Comes fo Close 


(Continued from Page 1) 


and San Antonio Express and Eve- 
ning News. 

In announcing their decision the 
publishers referred to the experi- 
ment as an effort “to simplify and 
streamline methods of buying and 
selling newspaper advertising in 
group newspapers to fit the modern 
needs and selling tactics of national 
manufacturers and their agencies.” 

Despite their abandonment of the 
project the publishers emphasized 
their conviction “that the idea be- 
hind this plan was, and still is, 
basically sound.” They also ex- 
pressed the hope that “through this 
experiment the seed has been 
planted for future development and 
growth of this idea on a nation- 
wide scale.” 

Current contracts will be carried 
out by member newspapers and 
new orders will be accepted through 
March 31, 1941 for space to be used 
not later than Dec. 31, 1941. 

Offering national advertisers the 


type of frequency discounts used 
jin the radio field and the volume 
discounts enjoyed by local newspa- 
per advertisers, Basic Newspaper 
|Group opened for business March 1, 
/1940. Discounts were based on 
weekly insertions ranging from 56 
‘to 2,000 lines and on cycles of 13 
/or more consecutive weeks of ad- 
lvertising. Discounts were scaled 
from a minimum of 4 per cent for 
56 lines per week for 13 consecu- 
|tive weeks, to 20 per cent for 2,000 
lines per week for 52 consecutive 
'weeks. In addition, group dis- 
counts for gross annual linage were 
offered, ranging from 2% per cent 


|for 10,000 lines to 10 per cent for | 


100,000 lines. 
Several More Interested 
The plan became the subject of 
considerable discussion in advertis- 


}ing and publishing circles and sev- 
feral additional newspapers were 


jsaid to be interested in joining the | 


/setup if it proved feasible. The 
;most encouraging reaction by an ad- 
|vertiser was the issuance of a con- 
tract by General: Mills for 
jlines a week for 52 weeks in each 
of the group papers. The company 
thus secured the maximum discount 
of 25% per cent, computed on the 
basis of 18 per cent for frequency 
and 7% per cent for volume. 
Other accounts in the grocery, 


1,000 | 


medical and tobacco classifications 
were lined up but, a spokesman for 
the group explained, “while excel- 
lent support was received from a 
|very few advertisers, advertisers 
generally did not appear sufficiently 
interested to the extent that the 
newspapers could operate the plan 
profitably.” 


s * . 
“Paper Specialties” 
Starts in January 

Paper Specialties will begin pub- 
lication in Chicago in January as a 
pocket-size monthly for paper job- 
bers and their salesmen. Controlled 
circulation will be 5,500. 

E. B. Nattemer, publisher of Meat, 
heads the new organization. F. S. 
Brandenburg, vice-president of 
Meat, holds the same post with 
Paper Specialties. Jack Bain is 
Eastern advertising manager and 
| Guy Pulley is editor. 


ECONOMICAL REPRODUCTIONS 
BOOKLETS * FOLDERS 
MAILING PIECES 


500 (8% x 11”) copies $2.43 
additional 100's 22c—All sizes 


. 
Free Descriptive Manual; Complete Price 
Schedules Available. Ask For Them. 
Neth 


LAUREL PROCESS CO. 


WaAlker 5-0526 


480 Canal Street, N.Y.C. 


| 
| 


| NOW— Frank M. Knox's 


divided into five different organiza-|air conditioners in the Northeast- | 


| Standard. Guide to Planned Printing 


| 


tells how! 


| Ata Price You Can Afford 


cially to 


9 


What the GUIDE is— 


personnel, the artist, layout 


effective and 
booklets. 
Without a 


exactly what size dummy, with 


more 


How can I 


press 


The GUIDE provides you and your advertising 


single calculation, 


of YOUR printing. 


This unique, new looseleaf Service, with regular supplements, has been designed espe- 


1, Give you new ideas for dummies and layouts. 
2. Save you time in planning and production. 
; I “ I 


3. Give you 10% to 25% more printing for your money. 


man, production 


men and purchasing agent INSTANTLY with 
the kind of information that will produce more 
economical 


folders and 


you will know 


or without bleed. and study. 


Vital questions with money-saving solutions 


What kind of folder can I make? 
What size can [| make my dummy? 


vary my layout to make it “different”? 


How much allowance must I make for bleed layouts? 
-Will the printer have to order special paper stock? 
-Will the printer be able to impose my dummy for economical 


production? 


Without this GUIDE it takes time to get the answers 
which, too often, are inaccurate. 
swers to these and many other questions control the cost 
If you do not anticipate them in 
planning, your printer must contend with them in manu- 
facturing your job—with probable higher costs. 


will cut from standard paper stock without loss, 
thereby saving you 10% to 40% 


The GUIDE contains sections on folders, book- 
lets, paper stock requirements, ete. all tabbed 
so that by simply flipping a tab you instantly 
get answers, without time-consuming calculations 


The CORRECT an- 


in paper costs. 


Examine the GUIDE first 


one year. 
engineered basis. 


20% on January I. 


ea eae ae ewe eee eew eee ewe aa detach and mail today — 
FRANK M. KNOX COMPANY, INC. 
30 Rockefeller Plaza, New York. 
Please ship me the STANDARD GUIDE TO PLANNED PRINTING, 


decide to keep it, I will remit $7.50 and a like sum quarterly thereafter until a total of $30 is paid. 
Otherwise, I will return it within 10 days, 


| Price Goo Up 20% On January 1 


then decide . . 


With this looseleaf MANUAL, you receive supplements every six weeks or oftener for 
All new problems and new ideas will be outlined on the same scientifically 


The price now is $30, payable $7.50 quarterly, but first we invite you to try out the 
Service, FREE, for 10 days. 


Mail the coupon below today 


because the price increases 


After 10 days’ free use, 


if I 
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ADVERTISING AGE 


December 2, 1949 


Gillette Ceases 
Marketing of 
Electric Shavers 


(Continued from Page 1) 

the industry was then undergoing 
an orgy of price-cutting, the Gillette 
entry was priced at $20, making it 
the most expensive on the market. 

In October, 1939, the price of the 
Gillette deluxe shaver was reduced 
to $15, and a new model called 
Kumpakt introduced to sell at $10. 
Both models have been heavily ad- 


| 
| 
| 


| 
| 


vertised in magazines and news- 
papers, through Maxon, Inc. 

While Gillette officials offered no 
explanation for quitting the shaver 
field, the move was generally in- 


terpreted as meaning that Gillette | 


Meanwhile other major electric 
shaver companies are staging heavy 
advertising programs to promote 
their products during the gift sea- 
son. Heaviest advertisers in this 
field, and generally believed to be 


|Durstine & Osborn, New York, will 
feature the $15 Remington Dual, a 
two-headed shaver. The magazine 
|list includes Collier’s, Esquire, Life, 
The New Yorker, The Saturday 
|Evening Post and Time. Dealer 


feels that power razors are a pas- the three leaders in the business, | newspaper copy will also be used. 


sing fancy which will never offer |are Schick Dry Shaver, Inc., Gen- | 


serious 
method. 
A report that one of Gillette’s 


and selling a power shaver was de- 
nied by an official of American 
Safety Razor Corporation, Brooklyn. 
Gem-lectric shavers are still being 
marketed, it was said, and a new 


shaver is in the process of develop- | 
| ment. 


| Shaver, 


General Shaver, which markets a 
complete line of seven electric raz- 
ors ranging in price from $7.50 to 
$17.50, told the trade in its Christ- 
mas advertising announcement this 
week that “sales are 100 per cent 
more than last year.” 

Christmas advertising by General 
through Batten, Barton, 


Remington is also sponsoring a 


competition to the older|eral Shaver division of Remington | 15-minute radio show over 25 sta- 
|Rand, Inc., and Chicago Flexible 
‘Shaft Company. 

major competitors in the wet shav- | 
ing field would also quit making) 


‘tions of the Red network of the 
|National Broadcasting Company. 
|Called “Newsroom of the Air,” the 
|program is broadcast Wednesday 
‘evening at 7:15. 


‘Offers Fashion Photos 


Henry L. Jackson has opened the 
International Fashion Research, 
fashion photographic service, at 1 
|W. 47th street, New York. 


REPRESENTED 


S 


SOMETHING ABOUT THE SEASON (or it may have 


year-end dividend checks) got under the hide of shipping mag- 


nate Roscoe Pierpont. 


With one of his chauffeurs in tow, he’s 


helping to boost local retail trade indices. 


EMOTIONAL UPLIFT battles physical letdown as Mrs. Henry 
Hyde, of the Henry Hyde Hardware store clan, gives way to 


that uncontrollable urge to play Santa Claus. 


more stops and her shopping will be done. 


THE CHRISTMAS TRAFFIC almost took it out of Motorman 
Dennis O’Brien—almost but not quite! 


O’Brien menage are filled and ready—ready for the Christmas 


melee! 


Yes, it’s great for business and great for human beings. 


LL play 


been 


Only seventeen 


Stockings in the 


SO THEY ALL WENT SHOPPING! 


It takes all kinds of human beings to make a market. 
High income, medium income, low income—all are custo- 
mers for most things that are advertised and sold. 


No matter what you're selling, no matter what 
group you seek to reach, THE EVENING 
HERALD-EXPRESS is your best buy in the 
rich Los Angeles ABC City Zone, for here is 


concentrated more than 50 per 


Survey show 


cent of ALL 


SOUTHERN CALIFORNIA’S POPULA- 
TION. In this Zone, Audit Reports and the 4-A 


that the HERALD-EXPRESS 


reaches MORE families in ALL income groups 


than any other Los Angeles daily! 


Liv bagels Evowing 


NATIONALLY BY 


PAUL BLOCK 


AND 


HERALD EXPRESS 


ASSOCIATES 


—e 


‘Texaco Will Air 
Metropolitan on 
131-Station Net 


New York, Nov. 27.—Texas Com- 
pany will use 131 stations, one of 
the largest commercial hookups jn 
| radio history, for its Saturday after. 
/noon broadcasts of the Metropolj- 
‘tan Opera. In addition, Texaco wi} 
sponsor broadcasts of the opera pro- 
grams over the NBC Internationa] 
Division, Stations WRCA and WNBI 
The opening program will be heard 
Dec. 7 at 2 p.m. Buchanan & (Co. 
is the agency. 


| “Info” on 113 Stations 


| American Tobacco Company wil] 
‘increase the NBC Red network for 
“Information Please” to 113 stations 
Jan. 3 when 20 stations will be 
jadded. Three stations have already 
‘been added to the original network 
which was heard over 58 stations 
under the former sponsorship of 
Canada Dry Ginger Ale, Inc. Lord 
& Thomas is the agency. 


“Girl Alone” Renewed 


Quaker Oats Company has re- 
newed “Girl Alone” for 13 weeks, 
effective Dec. 23. The program js 
aired daily from 5 to 5:15 p. m. over 
41 stations of the NBC Red network 
through Ruthrauff & Ryan. 


| Ironized Yeast Renews 


Ironized Yeast Company has re- 
newed the “Court of Missing Heirs,” 
effective Jan. 7. The program is 
broadcast Tuesday from 8 to 8:30 
p. m. over 74 stations of the Co- 
lumbia Broadcasting System. Ruth- 
rauff & Ryan is in charge. 


Continental Continues 


Continental Baking Company has 
renewed the “Marriage Club,” for 
Wonder bread and Hostess cake, 
effective Dec. 7. The program is 
aired Saturday from 8 to 8:30 p. m. 
over 47 CBS stations. Benton & 
Bowles has the account. 


Littell Joins Vars 

Hardin H. Littell, former adver- 
tising manager of John E. Smith’s 
Sons Company, Buffalo, and more 
recently associated with the Indus- 
trial Advertising Service, has joined 
the staff of Addison Vars, Inc., of 
Buffalo, as account executive. 


N. E. Sales Meet Jan. 10-11 


The second New England Sales 
Management Conference will be 
held at the Hotel Statler, Boston, 
Jan. 10-11. The event is sponsored 

the Boston Chamber of Com- 
merce. 


s ’ 

“Young America” Branch 

Young America, New York, has 
opened a Chicago office at 360 N. 
Michigan Avenue, in charge of Wil- 
liam B. Walrath, Jr., who was for- 
merly with the Chicago office of 
Batten, Barton, Durstine & Osborn. 
The telephone number is State 6585. 


Roberts & Manders Company, 
Hatboro, Pa., maker of Quality gas 
‘anges, has appointed John Falkner 
Arndt & Co., Philadelphia, as its 
dvertising agency. 


Ws 


“eval 


National Representatives 
of Radio Stations 


CHICAGO—520 N. Michigan Ave 
NEW YORK—341 Madison—Murray H! 
DETROIT—New Center Building 
ST. LOUIS—455 Paul! Brown Bidg 
* OS ANGELES—Ch. of Com. Bidg 

AN FRANCISCO—608 Russ Bidg 


Superior 


Chestnut 


Prospect 555 


JOHN BLAIR & COMPANY 
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PHOTOGRAPHIC REVIEW gp "rns oe 
OF THE WEEK 


SELLS VITAMINS TO DIET ADDICTS READY FOR 1941 


* | ON A DIET? 


Lee Falk, creator of "Mandrake the Magician,” and Carlo de Angelo check script 
for the radio show being tested by Purity Bakeries Service Corporation in New 
York, St. Louis and Nashville. Campbell-Ewald, New York, is the agency. 


WINS FLEXEES WINDOW DISPLAY CONTEST 


| Ee « Coa NITAMINS 


- REPLACE NUTRITIVE LOSSES 


A. G. White (right), advertising man- 
er ager, Brown Shoe Company, St. Louis, 
rk shakes hands with Jim Ballard, Missis- 


sippi representative of the United Men's 

Division, in front of a display of 1941 

Roblee advertising, arranged for sales- 
men. 


Purelest 
:| Plenamins 


A 30-DAY SUPPLY OF 
VITAMINS A BCD EG (B;) 
“it ples LIVER AND IRON 


is 
m. 
& 60 30 


Pus SN sS 


VISIBLE COOKIES 


h’s LABORATORY TESTS §Geccatcaatdee =FNLL VITAMIN CONTENT AND POTENCY 
oh ONT E QTENC 
us- 
ed Shown here is the center card in a three-piece display produced for United Drug 
of Company, Boston, by Forbes Lithograph Company, which adopts a new sales 

appeal for vitamin products. Two smaller side cards emphasize the value of 

other vitamin products sold by Rexall stores. George V. Clark Company, Long Island 

ll City, turned out this attractive cookie 
i container, made of Monsanto Vuepak, L. Bamberger & Co., Newark, won the first prize of $150 in a nationwide Flexees 
~ DRAMA HELPS DELIVER ADVERTISING MESSAGE for Hillman Cookie Company, Baltimore. contest with this attractive window display. 
on, 
— LITTLE MISS GRIFFIN LEADS THE WAY FOR CLEANER SHOES 
m- 


or- 
of 
rn. 
85. 
iny, 
gas 
ner 
its 
—- 
A scene from the three-act drama presented by the staff of the advertising and 
business development division of the United States Savings and Loan League at 
the League's annual convention. In this scene from the playlet, which was de- 
tigned to help members understand the proper uses and functions of advertising, 
? the model in the copy comes to life and beckons to a prospective reader. At 
>) left is the commentator, John W. Ladd, manager of the business development The elasticity of this three-piece unit, in which any one of the pieces may be used separately, plus the interest developed by 
division. the three sizes, make this an unusually effective display. It was designed and produced by Einson-Freeman Company. 


A. C, GILBERT ERECTS THREE-DIMENSIONAL DISPLAY TO CATCH EYES OF BOSTON-NEW YORK TRAIN RIDERS 


This display, on the front of the A. C. Gilbert bldg. in Erector Square, New Haven, is 150 feet long, 20 feet high, and 10 feet deep, and can be plainly seen from all trains passing between New York and 
Boston. The center section includes animated models of heroic sizes, while on either side are lighted displays of toys and electric appliances. 
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Here are pictures of some men we 
know contemplating the subject of women. 
Men contemplating women always look 
baffled. But these men are contemplating 


a million women. The captions explain why. 


Joe Blivens, a simple guy who lives down the 
street, registers mere astonishment. It hadn't 
occurred to Joe there were a million women. 


A young wool-holder named Humble (whose 
mother and three aunts are knitting fiends) owes 
his present state to an attempt to count the sheep 
that would be involved if each of the million 
women decided to knit a sweater. 


This is a stocking-seam connoisseur. He has just 
figured that these women buy 199614 pairs of 
silk stockings every hour, meaning a stocking run 
every 2 seconds, The average run proceeds to 19 
inches before quitting. 5244 miles of runs a year! 


Rev. Swybok, a prominent clergyman, has just 
heard that there are 42,843 marriages and 69,774 
christenings anticipated in the lives of that many 
women within the coming year. A little slow on 
the mental arithmetic, Reverend? 
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This is an unidentified man who is thinking . . . 
well, he is just thinking. 


Utilities chief Ulysses G. Kilowatt has just im- 
agined that each of the million women (who al- 
ready use 890,000,000 kilowatt-hours of electricity 
annually in their homes) might receive a new 
electrical gift for Christmas! He is electrified! 


Claude Kiss, the Hollywood make-up man, is 
apt to go on surface appearances. 6 million boxes 
of face powder, 7 million lipsticks annually . . . 
“Quelle beauté,” sighs Claude ecstatically. 


Hector Swope, the soup king, is in a stew. 
Hector figures that with 80,000 gallons to one 
sitting, soup service to an extra million women 
would take 45,000,000 more cans a year of Swope’s 
swellest! A pretty kettle of soup, thinks Hector! 


Finally, here is an editor. 
He would like to know how 
a magazine which reached 
21 million buyers 6 years 
ago went about getting 
another million. That’s 
easy, Dr. Gimmick. Just 
give women one they like 
and they'll do the rest. 


@ In 6 years, sales of the Ladies’ Home Journal! 
at newsstands increased 155°. The number of 
subscribers is up 32°. A million women extra 
now buy the Journal! 

With no increase in advertising rates, this mean- 
1,000,000 bonus circulation to every advertise: 
And Journal advertising has increased over half 
a-million dollars in 10 months. 

Today 3,545,000 women buy the Ladies’ 
Home Journal because they like it. Because 
they like it, IT’S A BUY! 
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